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See for yourself why 
Kraft is on Color TV for 
the fifth straight year! 


Color TV sells 75% more Kraft prospects! 


Here’s an impressive (but hardly surprising) fact. 

A Kraft TV commercial in Color sold 75% more pros- 
pects than the same commercial in black and white. * 
That’s how much more excitement, appeal and believ- 
ability Color adds. What the sales magic of Color 

does for Kraft, it could do for your product, too. 

Get the full Color picture today from: W. E. Boss, 
Director, Color Television Coordination, 

Rapio CORPORATION OF AMERICA, 30 Rockefeller 
Center, New York 20, N. Y., Tel: CO 5-5900. 


*1960 survey by Burke Marketing Research for Crosley Broadcasting 
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. Pa ad : 
Reception Room of WDBJ-TV. New 
building is one of the largest and most 
modern in the South. Finest technical 
equipment . . . 316,000 watts e. r. p. — 
CBS offilicte. 


WDBJ-TV Brings 
You the News 
About Pithsome 
Western Virginia! 


Graphic trend of new network shows gives glimpse 
of their fates by season’s end 


14 NEW WAVE OF CRITICISM 


Magazines, losing ad lineage, turn to roasting tv 
in the empty space 


46 A BLEND OF THE AGES 


Ballantine brewer uses melange of the old and 

new to video-sell its product The robust, fast-growing 
Western Virginia market keeps 
making news with its stepped-up 
industrial expansion. Blanket this 
market with WDBJ-TV, Roanoke, 
now reaching over 400,000 TV 
homes of Virginia, N. Carolina, 
W. Virginia — in counties with 
nearly 2,000,000 population. For 
thorough coverage, you're right 
to use Roanoke’s WDBJ-TV. 
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48 SPOT DOES IT AGAIN 


Third-quarter reports show continued climb 
of spot expenditures this year 
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DEPARTMENTS 


6 Publisher’s Letter 52 Film Report 


Report to the readers Round-up of news 





23 Letters to the Editor 62 Wall Street Report 
The customers always write 


— es 


The financial picture ; i 
2 New In-Town Motels and 3 big 


27 cope po rt shopping centers are being built in 

uJ - 

bs Vele-s . 63 Spot Rey | Roanoke this year. Many new industrial 
What's ahead behind the scenes Digest of national activity plants boost prosperity of WDBJ-TV 


coverage area. Above: New Holiday Inn. 


29 Business Barometer 72 Audience Charts 
Measuring the trends 


Ask Your PGW Colonel For Current Availabilities 
Who watches what 


S- 


30 Newsfront 
The way it happened 





85 In the Picture we 
Portraits of people in the news 


51 Viewpoints 86 In Camera Ch. 7 


Programming pros and cons The lighter side 
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A TIME OF RENEWAL 


Broadcast House, new four-story home of WTIC TV-AM-FM is the first unit to be completed and 
occupied in Constitution Plaza, an area of urban renewal which boldly foretells of Hartford’s bright 
future. The challenging opportunity to serve the vigorous, enterprising mind and spirit of the people of 
Southern New England has been ours for 37 years. 
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“THE BROADCASTER” 

An original bronze by Frances 
Wadsworth, was commissioned for 
the ‘obby of Broadcast House and 

symbolizes the act of broadcasting which 
sows the seeds of service. 


“The Broadcaster Suite," an original musical 
work by Robert Maxwell, was commissioned 
for the dedication of Broadcast House 
Its premiere performance under the 
baton of the composer took place 
on November 27, 1961, following 
the unveiling of the bronze by 
Governor Jobn N. Dempsey 
of Connecticut, 


Lia Rh, ee es 


A TIME OF REDEDICATION 


With a deep awareness of our history-filled past, we now dedicate ourselves anew to the fulfillment of 
that greater service which Broadcast House and its facilities make possible. 


Ag pre] 


President 


WTIC > TV3 > AM: FM 


Broadcast House 3 Constitution Plaza Hartford, Connecticut 











































~ ONE 
SHOT 
TAKES 
ALL 
THREE 


LANSING 
JACKSON 


A solid play in Michigan's Golden Triangle 
stakes you to a lively market—Lansing, 
Jackson and Battle Creek! WILX-TV cracks 
all three with a city-grade signal and scores 
big in a lush outstate area. 











CHANNEL {| 
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Operating with a 1,008 foot tower 
at 316,000 watts. Let this one 
outlet give you all three markets. 
. Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 
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Letter from the Publisher 
Intensified Spot Drive 


The Television Bureau of Advertising at its annual convention 
in Detroit last month met head on the all-important issue of inten- 
sified spot activity. 

In re-gearing its efforts in this direction, TvB has made a realistic 
acknowledgment that this segment of the business needs the ag- 
gressive and creative selling effort that such an organization 
can give to spot. The TvB effort, therefore, is three-pronged: (1) 
going out after new spot business, (2) increasing the use of spot 
by those advertisers presently utilizing the medium and (3) re- 
gaining business that has gone to competitive media. In addition, 
TvB is presently at work on a basic spot presentation that will be 
shown shortly to advertisers. 

One of the long-time problems in selling spot is that it has been 
regarded by many national advertisers as a supplementary medium 
and, in the case of the automotive manufacturers, a marginal one. 
The approach, therefore, of necessity must be to top level manage- 
ment of national advertisers as well as to the media planning 
groups of the agencies. One of the corollary advantages of the 
TvB stepped-up spot activity will be to sell the intrinsic values of 
spot. Industry economists as well as many media analysts have 
said and documented their statements that television and especially 
spot television is underpriced. The selling strategy which revises 
rates to meet competition is not only short sighted but it depresses 
and denigrates the entire business. Television, particularly, has 
been caught up in a cost-per-thousand vortex that completely loses 
sight of the advantages that no other medium can offer. It is for 
this reason that the creative sales efforts of TvB should have a 
positive effect on spot rates. It is an ironic commentary on this 
business that there are several stations whose spot rates are lower 
than they were in 1957. (As one observer remarked, “They are 
selling more now but enjoying it less.”’) 


A Better Product 


One of the most significant statements that was made by Norman 
E. (Pete) Cash, TvB President, at the Detroit meeting was that, 
“unless all of us really develop new and increased tv budgets, we 
are missing an opportunity never again to present itself. We are 
delivering a better product; we have a right to charge more. Re- 
member the pattern of radio. In 1959 when the shadow of tele- 
vision was hardly on the horizon, every rate reduction in the radio 
medium created additional budgets for television. Are we about 
to finance competitive media that are already overpriced?” 

The fact is that once rates are reduced, they do not come back. 
Chopping rates is leading from weakness rather than from strength. 

When you come right down to it, selling television creatively is a 
matter of communications. Although tv is a communications busi- 
ness, individual stations falter many times in communicating the 
advantages of their own wares. TvB has an ambitious and con- 
structive blueprint for selling spot during the coming year. How- 
ever, the individual members must follow up on TvB’s efforts if 
the dollars invested are to come home with friends. 


Cordially, 
bp foul 
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week in. week out. year ‘round... 








it happens 














The best 
balanced 
schedule 

in television 

is seen on the 
NEC Television 
Network: 











Week in, week out, year ’round—the most successful 
schedule in television provides a full measure of 
diversified, popular entertainment, the most compre- 
, hensive news coverage, and the widest range of 
informational programming —a fully balanced lineup 
designed to meet the varied preferences of the total 


television audience. 
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P ational Velvet, 8:00 P.M. Laramie, 7:30 P.M. In Color 





Pe 


The Price Is Right, 8:30 P.M. 
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Alfred Hitchcock Presents, 8:30 P.M. 
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Joey Bishop Show, 8:30 P.M. 
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Perry Como’s Kraft Music Hall, 
9:00 P.M. In Color 


Bob Newhart Show, 10:00 P.M. 
In Color 


David Brinkley's Journal, 10:30 P.M. 
In Color 
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= Robert Taylor's Detectives, 
— 8:30 P.M. 


Hazel, 9:30 °K iS Res hr i 
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International Showtime, 7:30 P.M. 
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~ Bell Telephone Hour, and 
The Dinah Shore Show In Color, 
9:30 P.M. 
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1 ‘ing Along With Mitch, 10:00 P.M. In Color 
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Frank McGee's Here and Now, 
10:30 P.M. 
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Tales of Wells Fargo, 7:30 P.M. In Color 


The Tall Man, 8:30 P.M. 
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Saturday Night At The Movies, 
9:00 P.M. Mostly In Color 
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The Catholic Hour, The Eternal 
Light, Frontiers of Faith, 1:30 P.M. 
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Meet The Press, 6:00 P.M. 
In Color 


The Bullwinkle Show, 7:00 P.M. Bonanza, 9:00 P.M. In Color 
In Color 









Walt Disney's Wonderful World 
of Color, 7:30 P.M. In Color 
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DuPont Show of the Week, 
10:00 P.M. Mostly In Color 





special 





Angola: Journey to a War — Sept. 19, 1961 
JFK Report — Sept. 28, 1961 

The Spiral Staircase — Oct. 4, 1961 

Sound of the Sixties — Oct. 9, 1961 

The Nation’s Fortune — Oct. 15, 1961 
What’s Wrong With Men? — Oct. 19, 1961 
Macbeth — Oct. 20, 1961 

The World of Bob Hope — Oct. 29, 1961 
The Many Faces of Spain — Nov. 14, 1961 
The Glamour Trap — Nov. 16, 1961 


Vincent Van Gogh: A Self Portrait 
— Nov. 17, 1961 


The Nation’s Future — Nov. 19, Dec. 24, 1961 
Intermezzo — Nov. 19, 1961 

Thanksgiving Day Parade — Nov. 23, 1961 
Home for the Holidays — Nov. 23, 1961 


U. S. Grant, An Improbable Hero 
— Nov. 24, 1961 


Crossing the Threshold — Nov. 24, 1961 
The Good Ship “Hope” — Nov. 28, 1961 
The World of Billy Graham — Nov. 29, 1961 
Hollywood: The Golden Years — Nov. 29, 1961 
Victoria Regina— Nov. 30, 1961 

Highways of Melody — Dec. 3, 1961 

Japan: East is West — Dec. 4, 1961 

Sentry Abroad — Dec. 7, 1961 
Notorious — Dec. 10, 1961 

Bob Hope Show — Dec. 13, 1961 

The Peace Corps in Tanganyika 

— Dec. 15, 1961 

The Coming of Christ — Dec. 20, 1961 


Amahl And The Night Visitors 
— Dec. 24, 1961 


Highways of Melody — Dec. 31, 1961 

New Year's Eve Show — Dec. 31, 1961 
Tournament of Roses Parade—Jan. 1, 1962 
Beyond the Threshold — Jan. 5, 1962 
Projection '62 — Jan. 5, 1962 


Sports 

Baseball 

All Star Games — July 11 and July 31, 1961 
World Series — Oct. 4, 5, 7, 8, 9, 1961 
Football 

Baltimore Colts & Pittsburgh Steelers Series 
— Sundays, began Sept. 17, 1961 
Blue-Gray — Dec. 30, 1961 

East-West Shrine — Dec. 30, 1961 

NFL Championship Game — Dec. 31, 1961 
Rose Bowl — Jan. 1, 1962 

Sugar Bowl — Jan. 1, 1962 

Senior Bowl Game — Jan. 6, 1962 

Pro-Bowl Game — Jan. 14, 1962 

Basketball 

NBA Pro-Basketball Series 

— Saturdays, began Oct. 14, 1961 

Tennis 

National Singles Championship 

— Sept. 9 and Sept. 10, 1961 

Golf 

Tournament of Champions — Las Vegas 

— May 7, 1961 

National Open — June 17, 1961 

All-Star Golf — Saturdays, began Oct. 14, 1961 


All times listed are New York Time. 
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A NEW 
CATEGORY OF 
PROGRAMMING 
TO MEET TODAYS 


INDUSTRY 


— DS! 


A CANDID 


photographic view of 


REAL PEQPLE IN 
TRUE SITUATIONS 
AND AUTHENTIC 
LOCALES! 











TVS FIRST 
‘DOCUMATIC!" 


OLE 







DRAMATIZES THE 


DOCUMENTARY! 


DOCUMENTS THE 


DRAMATIC! 














BY AND WITH 


JACK 
DOUGLAS 








Right before your eyes... 
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FILM 
oes the 
unusual... 


Think of it! A front-row seat in a 
baking oven! Right before your 
eyes, mounds of dough puff up 
...and up... into tender, golden 
shells—lovely, luscious, ready-to- 
eat—all in brief seconds! 


Magic? Yes, the magic of time- 
lapse photography—magic that 
packs minutes into seconds... the 
magic that's film! 


But that’s only part of the 
story! Only part of the reason 
why so many advertisers are using 
film. For film gives you the optical 
effects you must have... gives 
you commercials—crisp, vivid, 
exciting—the way you want them 
—and when! 


What's more, film assures you 
the convenience, coverage and 
penetration that today's total 
marketing requires. 


For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N.Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 


or W. J. German, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture 
Films, Fort Lee, N.J., Chicago, Ill., 
Hollywood, Calif. 


ADVERTISER: 
General Foods Corp. 


AGENCY: 
Young & Rubicam Inc. 
PRODUCER: 
MPO Videotronics 





Letters 
to the 
Editor 





When Minow Speaks 


Once again, your “Letter from the 
Publisher” [Oct. 2], has enthused 
me... . You have well expressed the 
opinions and feelings that I felt were 
very prevalent in the recent Dallas 
NAB Regional meeting I attended. 


I was particularly impressed by the 
fact that you point out that Mr. 
Minow’s attitudes do have official im- 
port, whether or not he wishes them 
to actually carry such weight. I 
cannot see how he can possibly hope 
to divorce the official impact of any 
statement he might make from his 
personal opinion, at least so far as 
the viewer or the average American 
citizen is concerned. i 

Again, my personal congratulations 
on a_ well-written, well-timed edi- 
torial. 

M. Dave LarsEN 
General Manager 
KTVH Wichita, Kansas 


Freedom of Speech 


. Exceptionally good [“Letter 
from the Publisher,” Tv ace, Oct. 16]. 
I especially liked your point about the 
160 newscasts on New York radio 
during the evening hours. 

Your suggestion that Governor Col- 
lins meet with the White House on 
the preservation of freedom of speech 
is a good one, but I am not sure how 
sympathetic an ear it would get from 
the man from Harvard. 

THaD M. SANDSTROM 
General Manager 
WIBW - WIBW-TV 
Topeka, Kan. 


On-Air Facts 

In your November 13 article, To 
Sell a Schedule, dealing with promo- 
tion of network programs, there is 


| one statement which is so erroneous 






that it must be a misprint. You state 
that “. . . there is no promotion of 
the (CBS Television) network pro- 
grams on the CBS-owned-and- 
operated stations.” 

Nothing could be wronger. The 
CBS Owned television stations (note 
correct terminology) devote a sub- 
stantial share™ of their available 
promos to network programs. At the 
start of the season, moreover, each 
carried (once or more) the half-hour 
“Seven Wonderful Nights” film show- 
casing the entire CBS Television Net- 
work evening schedule. (In addition 
there was a massive newspaper and 
TV Guide campaign in which the five 
stations shared expenses with the 
Network on a 50-50 basis.) 

The CBS Owned stations know, and 
everyone knows, that the biggest audi- 
ences in town stem from a combina- 
tion of the best network programs 
and the best locally-produced pro- 
grams—and plenty of promotion for 
both. The known success of the CBS 
Owned stations is proof that we do 
promote both heavily. 

THomas MEANS 

Director Advertising and 

Sales Promotion 

CBS Television Stations, New York 


Music Moguls 

Your editorial “Unique in Busi- 
ness Annals” gives a very clear cut 
picture of the amazing naivete with 
which our industry has permitted 
ASCAP to bleed us! 

We pay 18 times the amount of 
the movie industry into ASCAP cof- 
fers. 

Movie 
rendered their good business judg- 
ment under pressures of a hostile 


makers have never sur- 


administration which holds the power 

of life and death, nor have they per- 

mitted intra-mural competition to as- 

sume inordinate proportions, such as 

to dilute their interest in sound eco- 

nomics. 

In spite of how late it is, we should 
take note of their experience. 

Rex G. HowELL 

President 

KREX-AM-FM-TV 

Grand Junction, Colo. 
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JASCHA 
VellUtD 


“Virtuoso Extraordinaire!” > ; 
7 


8:30 SATURDAY NIGHT 
STANDING ROOM ONLY | 






































HManytlore 





24. December 11, 1961, Television Age 








Talent makes the difference! | Either you have it or you don’t. 


And the CBS Owned television stations have it! It’s an abundance of talent which helps to 
make each of these five stations outstanding in its market. Each broadcasts a full complement 
of talent-packed CBS Television Network programs, plus a distinguished array of shows locally- 
produced by the station’s own talented, award-winning performers and technicians. Result? 
Throughout the broadcast day, you'll find these five stations giving unparalleled performances, 
winning ‘“‘bravos” from television audiences and advertisers alike. 

Call your CTS National Sales representative. He has the time, experience and talent to 
help you give a stellar performance in five of the nation’s most important markets. 


Representing CBS Owned WCBS-TV New York, WBBM-TV Chicago, KNXT Los Angeles, WCAU-TV Philadelphia, KMOX-TV St. Louis. OG BS 


Television 
Stations 
National 

Sales 
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WHEC-TV 
WO 


It is with a feeling of great pride, together 
with a complete awareness of tremendous 
responsibility, that Station WHEC-TV 
has taken over full-time control of 
CHANNEL 10, Basic CBS in Rochester, 
N. Y., after an extremely pleasant share- 
time association with Station WVET-TV. 


We at CHANNEL 10 (WHEC-TV) 
pledge to our ever-broadening audiences 
and our ever-growing group of sponsors 
that we will continue with renewed effort 
to maintain our present top position in the 
broad Rochester area that we serve. 


FUOLL- TIME 
In Rochester, N. Y. 





WHEC-TV 


FULL CHANNEL 










CBS 
ROCHESTER 
N.Y. 


Represented by EVERETT McKINNEY, Inc. 
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WHAT’S AHEAD BEHIND THE SCENES Te le ad Ss Cc Op od 
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Space Shot Expenses 

The decision of CBS News not to cover the space shot 
of Chimpanaut Enos took even the network’s own em- 
ployees by surprise. But reports that the venture was by- 
passed (leaving NBC-TV in the clear) because cover- 
age involved too much expense are unfounded. The 
money for the operation was there, it was learned, if news 
chief Richard Salant thought the expenditure was justi- 
fied. A decision reportedly wasn’t made until the last 
minute—and then the word was no. 


Colts .45 Wants a Tv Spread 

The new Texas-based National League baseball club to 
be known as the “Houston Colts .45,” or just plain 
“Colts .45,” has sold one-half of its television rights to the 
American Tobacco Co. A new tv regional network which 
would extend from New Mexico to Alabama, including 
most of both states, as well as those in between, is now 
being considered. 


Research Might Save Time 

The Government could determine in advance of its 
January hearings by the FCC’s Network Study Group 
precisely what network thinking is on the importance of 
cost-per-thousand, option time, network-vs.-station reve- 
nues, “insistence” on advertisers buying network-owned 
programs and the like by going to the files. Complete, 
detailed answers on almost every topic brought up during 
the recent testimony of producers and advertisers was 
laid out by CBS in a 15l-page (plus appendices) 
“memorandum” supplementing the statement of Frank 
Stanton before the Senate Committee on Interstate and 
Foreign Commerce in 1956. The figures have changed in 
the intervening years, but the facts and the opinions have 
not. 


C-P’s New Hair-Groom Brand 

Newest entry in the ever-growing men’s hair-grooming- 
product field—already replete with Brylcreem, Command, 
Vitalis, Vaseline, Top Brass and others—is Colgate- 
Palmolive’s Code 10. The in-a-tube cream has been using 
filmed minutes in test markets (including Binghamton, 
N. Y.), with night and male-angled daytime adjacencies 
employed, but evaluation of initial results now under 
way means a holding-off of additional tv activity for some 
time. Ted Bates & Co., Inc., is the agency, with Mrs. 
Eileen Greer, who also places for C-P’s Vitalis, handling 
the new item. 


ATAS May Go uhf 

Still in the talking stage, but definitely under con- 
sideration for New York’s first ultra-high-frequency sta- 
tion WUHF-TV (Channel 31 for those whose sets are able 
to receive it) are at least three shows suggested by the 
New York chapter of the American Academy of Tele- 
vision Arts and Sciences. Among them: the best of local 
dramatic productions from vhf stations in the seven 





other cities where the Academy has chapters, a workshop 
of the air directed by Tad Danielewski in a Friday 
morning slot and a showcase variety-type program for a 
select audience of talent agents for tv, the theater and 
various advertising agencies. Negotiations between 
AFTRA and wuHF-Tv are underway. 


New Coffee Drive 

Chock Full O’Nuts was negotiating at press time for a 
45-minute segment of network programming on both 
CBS-TV and NBC-TV on New Year’s Eve to kick off its 
new ad theme that “The coffee that smells best tastes 
best.” The regional network shows, if obtained, will reach 
all the company’s 30 markets in a 17-state area and part 
of Canada. Jimmy Durante will be featured with Page 
Morton, who sings the “heavenly coffee” theme. Peerless 
is the agency. 


Jump on Jazz 

Pilots for two half-hour series dealing with jazz have 
been completed, adding to a trend toward more sophis- 
ticated fare. Jazz for Sale will be filmed in the U. S. The 
other show, Have Jazz Will Travel, will feature jazz in 
foreign cities. Format will have camera enter top jazz spot 
and focus intimately on crowds as well as jazz group, then 
take an off-beat tour of the town to the accompaniment 
of the jazz soundtrack. No narration. First town is Lon- 
don. Lakeside Television Co., Inc., is co-producing the 
series in association with Rowson Associates, Ltd., Lon- 
don. First screenings, including one to ABC-TV, got high 
ratings. 


ARB, Canada, and Vice-Versa 

A “working relationship” has been established between 
American Research Bureau and McDonald Research, 
Ltd., of Toronto. The latter firm, headed by Clyde Mc- 
Donald, provides rating data for all Canadian markets. 
Under the agreement, ARB will sell the McDonald service 
to U. S. advertisers interested in using tv in Canada, 
while McDonald’s sales force will handle ARB sales to 


Canadian clients considering use of tv in this country. 


Cartoon Classics in Orbit 

The third group of Cartoon Classics, produced by 
Radio and Television Packagers, Inc., is already picking 
up major markets, with exceptional promotion in most. 
wor-Tv New York has issued a slick, smartly-styled, 85- 
page book, Teachers’ Guide to “Space Explorers,” for 
classroom cross-ties. Series bids to capture lion’s share of 
children’s viewing in its time slot. 


More Editorials In The Wind? 

Broadcasters are meeting in Washington, D. C., today 
(Dec. 11) to examine problems connected with editorial- 
izing. Prospects are bullish for sharp increase in edi- 
torials next year, even more than this. Those meeting are 
part of the 1961-62 Committee on Editorializing of the 
NAB. 
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Groucho sold it to me! 


Groucho opens up any market! Take New York—when WPIX 
scheduled “The Best of Groucho” in a Monday-Friday 
strip, 11:00-11:30 P.M., advertisers snapped up all avail- 
able commercial time before the program went on the 
air! = Current advertisers using “The Best of Groucho” to 





FIND OUT FIRST-HAND WHY.. . 
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sell New York are: Bromo Quinine; Parker Pen; Miles 
One-A-Day; Alka-Seltzer; Coftabs; Duffy-Mott; Helene 
Curtis; Chesebrough-Ponds. = Use Groucho to sell what- 
ever market you have in mind. Call NBC Films at Cl 7-8300 
in New York City for complete information. 


ADVERTISERS GO FOR GROUCHO ON 
FILMS 
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Business barometer 


Station revenue from the television networks for the month of September ran 15.5 per 
cent above that for the same month a year ago, according to the exclusiv« 
TELEVISION AGE business barometer survey of stations across the country. 





The year-to-year increase is the largest noted for September since such reports 
began three years ago. The 1959 gain over 1958 for the month was 6.9 per cent; 
1960’s over 1959 was 7.9 per cent. 





If reasons for the continued 
climb of stations’ net- 
work revenues are 
sought, such factors as NETWORK BUSINESS 
the increasing number of 
network hours of prime- 
time programming and the 
various new compensation 
plans, plus heightened 
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The 15.5-per-cent advantage, Ny 
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spectively), but higher \| 7 
than for any other month eg 
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the first nine months : 110 
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tion-from-revenue up 10.2 
per cent over last year. 
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On a monthly basis, September revenues were up 1.1 per cent above August's, making 
for the fourth month this year when an increase was reported. The highest 
climb was that in March, when revenues rose 7.8 per cent over February. Last 
month's 2.6-per-cent increase over July and an 0.5-per-cent rise in May over 
April were the other two upbeat periods. 





Otherwise, declines in January, February, April, June and July have ranged from 0.1 
per cent to 3.0 per cent below the preceding month. 





Comparing the August 1.1-per-cent increase with those for the same month in previous 
years, it was noted that the rise in 1960 was 2.0 per cent and was 2.4 per 
cent in 1959. 





(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 
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How many stations do viewers watch? ............ 


Will retailers now learn the value of tv? ........ page 30 


How a local talk program went national _......... page 34 


NCS: Audio, Video 

While it might displease the pro- 
ponents of an all ultra-high-frequency 
system, the fact—as uncovered by 
the recent Nielsen Coverage Service 
studies for radio and television—re- 
mains that the average home in the 
average U. S. county uses only 2.8 
tv stations per week,.although it has 
4.4 different stations to choose from. 

In spite of the findings that the 
same average home has almost twice 
as many radio as tv stations to choose 
from, it uses fewer, 2.7. 

On a regional basis, the areas of 
greatest population have more tele- 
vision stations generally available to 
them, and consequently use the visual 
medium more, while relying less on 
radio. Thus, in the middle Atlantic 
states, the average county has 5.4 tv 
stations and 8.8 radio stations that 
are tune-able, but the average home 
uses 3.3 television and 2.6 radio sta- 
tions in a week. In the east south 
central, west south central and moun- 
tain areas, the number of radio sta- 
tions used per week by the average 
home surpasses the number of tv 
channels dialed, but .in six other 
regions the reverse is true. The moun- 
tain area, where 2.5 radio stations 
and 2.2 television stations per week 
are used, has the greatest difference 
in radio’s favor. 

The greatest use of tv on a weekly 
basis occurs, says Nielsen, in the 
South Atlantic states. Here, 3.4 sta- 
tions per home are used per week, 
although the area itself is about mid- 
way in range in number of stations 
available (4.8) per county. One ex- 
planation offered by the research or- 
ganization is that while adequate 
numbers of stations are present, many 
of them offer less than complete net- 
work scheduling, resulting in more 
dial-switching than in other areas 
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where tv has been established for 
longer periods. 

The importance of cable systems, 
boosters and methods of 
getting a signal into a home loomed 
large, it was noted, in permitting 


similar 


even counties throughout the moun- 
tain areas to receive an average of 
3.3 different television stations. 
Breaking out its data by urbaniza- 
tion factors, Nielsen found that in 
some 2,100 counties having less than 
10,000 homes per county, an average 
of both 2.7 tv and 2.7 radio stations 
per week were used. As the number 
of households per county increased, 
however, the number of television 
stations tuned rose much faster than 
the number of radio stations: in coun- 
ties of 50-100,000 homes, 3.2 tv sta- 
tions and 2.7 radio stations were 
used; in counties having over 500,000 
homes, 4.3 television stations and 3.0 
radio stations were used per week. 


Retailers and Tv 

Retailers are missing a bet by fail- 
ing to use television more heavily 
and to take advantage of its unique 
possibilities for retail sales. 

The National Retail Merchants As- 
sociation in cooperation with the 
Television Bureau of Advertising has 
prepared a manual designed as a 
guide to retailers who are planning 
to use television. Titled “How to Use 
Television Successfully”, the pamphlet 
discusses reasons why tv is valuable 
for retail advertising, as well as ways 
of planning and preparing television 
commercials. 

Why do stores use television? TvB 
and NRMA give several reasons, 
among which are: television’s long 
reach and personal appeal which 
helps sell to customers in cities, 
suburbs and surrounding areas; the 
importance of repetition made possi- 
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ble by tv’s intrusiveness; the flexi- 
bility in timing which allows a 
merchant to advertise and demon- 
strate an item close to the time of 
actual selling and lets him switch the 
emphasis in a matter of minutes; the 
value of coordination between tv and 
newspaper promotion. 

In the survey taken by NRMA of 
stores using television it was found 
that the average retailer spent 10.5 
per cent of his advertising budget 
in tv. 

As an example of television budget 
planning, NRMA cites a hypothetical 
store with a sales volume of $12 mil- 
lion. In this case, sales promotion 
expenses would be $420,000, based 
on 3.5 per cent of volume, and of this 
figure the actual tv budget would be 
15 per cent of $420,000, or $63,000. 

With this budget, the manual points 
out that a store has the choice of 
either announcements, programs or 
However, 
the common denominator for all re- 


both for its advertising. 


tail advertising is a continuous use 
of tv all year long. 


Most successful retail tv adver- 
tisers divide year-long campaigns 
two ways, the association found. 


They use a regular program such as 
news, weather, sports or drama at 
least once a week all year ‘round, 
supplemented by 60-second, 20-sec- 
ond and 10-second announcements 
tied into their key events each month. 
A program is important for defining 
the store’s image, while spots pro- 
mote heavy traffic and item move- 
ment. A chart shows how in a $12 
million store, the minimum tv in- 
$3,906 for February 


which is increased in all other months 


vestment is 


depending on monthly sales percent- 
ages. 

On actual planning of a television 
campaign there are three possible 
aims for a store to consider: selling 
an item, an event or a service. Be- 
cause most stores at one time or 
another are concerned with all three, 
the NRMA suggests a guide for each 
in the areas of scheduling and timing, 
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WDSU-TV, New Orleans, has 
received the Radio-Television 
News Directors Association’s first 
place award for television reporting 
on community problems. 


This station was cited for its news 
reporting on New Orleans’ school 
desegregation last year, including 
legislative coverage from Baton 
Rouge, editorials, and for the 
documentary series, “School 
Crisis.” WDSU-TV was the only 
radio or television station to offer 
continuous daily coverage of the 


school crisis until it was resolved. 





This is the second top award 
WDSU-TV has received from the 
Radio-Television News Director's 
Association. In 1959 the station 
won the RTNDA’s first prize for 
television editorials. 


WDSU-TV & 


NEW ORLEANS 











length of commercial, type of com- 
mercial and back up for tv promo- 
tion. 

As an example, NRMA found that 
to sell an item many stores run four 
or more announcements for each item 
per week. Repetition is important as 
well as a knowledge of when the best 
customers for certain merchandise 
are viewing. When promoting a sale 
item, timing is obviously most im- 
portant. For a Thursday-Friday-Sat- 
urday sale, the promotion would be 
heaviest on Wednesday with de- 
creasing emphasis on the next two 
days and a total of at least 12 to 15 
spots. 

In selling an event it is most effec- 
tive to run a large number of an- 
nouncements in a short period of 
time, with the biggest number the 
day before the start of the event. 
Generally a store would not choose 
a strong concentrated campaign for 
selling a service. Long-term results 
can be effective in such service areas 
as credit, wide assortment of mer- 
chandise, parking facilities, or liberal 
return policy. 

Sponsoring a program, either full 
or with participations, is, of course, 
valuable for building an image, reach- 
ing specific audiences regularly and 
selling a variety of items within one 
program, it is noted. 

The actual production of slide, 
film, tape or live commercials is 
developed in detail, using, as the 
NRMA points out, past experience of 
stores researched. The manual also 
suggests a possible tv operating team 
and the most effective schedule for 
planning a campaign. 

One of the benefits of tv advertising 
to retailers, says the association, is its 
adaptability to tie-in promotions. The 
guide, therefore, suggests several 
methods of tying in with television. 
Some of these are: window displays, 
in-store tie-ins such as bulletins to 
sales people, posters, and newspaper 
tie-ins which refer to the tv copy. 


Random Notes 

In spite of the diminishing number 
of syndicated properties on the mar- 
ket and the apparent reluctance of 
many advertisers to buy syndication 
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other than off-network, a local pro- 
gram out of Chicago is bucking the 
trend. 

At Random, an informal discussion 
show, has been in syndication (dis- 
tributed by CBS Films) since early 
September and so far shows signs of 
being unusually successful for this 
specialized type of program. 

The first buyers of At Random 
were KcoP Los Angeles, WSB-TV 
Atlanta, KsD-TvV St. Louis, WGAN-TV 
Portland, Me., wrmMj-Tv Milwaukee 
and WFBM-TV Indianapolis. 

The show is hosted by Irv Kupcinet, 
a columnist on the Chicago Sun- 
Times, who started At Random on 
WBBM-TV Chicago in February 1958. 
From this first telecast grew the for- 
mat of the program, which consists of 
talk on any and all subjects by Mr. 
Kupcinet and his guests. Unlike Open 
End, another local-into-syndication 
discussion show, At Random does 
not stick to one particular subject 
nor does it feature guests of the same 
or similar profession. For instance, 
Kupcinet has invited Senator Paul 
Douglas (D., Ill.), Dr. Willis Potts, 
president of the Chicago Heart 
Assoc., Michael Flanders, English co- 
star of the revue, At The Drop Of A 
Hat, and tennis star Jack Kramer all 
for the same program. 

In the host’s opinion, “mixing dif- 
ferent kinds [of people] is the most 
important thing. Spontaneous con- 
versations produce ideas, an invalu- 
able commodity for today’s televi- 
sion.” 

Because the show is syndicated in 
90-minute form (it is open-ended in 
Chicago), there are problems in clear- 
ing time. Most stations prefer to pro- 





gram it as it is in Chicago—in com- 
petition with NBC-TV’s Jack Paar 
Show or WBC’s PM East, PM West, 
in the late-movie time period. How- 
ever, in the case of Kcop Los An- 
geles, an independent, the show could 
be placed in prime time (8:30-10 
p-m.) where by a special Nielsen 
report on Sept. 11 it received an aver- 
age rating of 10.5 with a high point 
of 14.0. The show consistently re- 
ceives an ARB rating of between 
7 and 10 and a share averaging be- 
tween 50 and 55 per cent in Chicago. 

At Random is seen live three out of 
four weeks in Chicago on Saturday 
nights and is syndicated on tape. The 
show is edited on Sunday, duplicates 
made on Monday, and is sent out by 
Tuesday so that the stations’ air dates 
are within one week of the original 
telecast. 

To date At Random is sold in eight 
markets with wFAA-TV Dallas and 
wTcNn-Tv Minneapolis added to the 
original six. Because the show went 
into syndication in the fall rather 
than in June, an upsurge in sales is 
expected after the first of the year 
when the 13-week commitments are 
up. 

Sold on a participation basis, the 
program is limited to 19 participa- 
tions per week. Many advertisers buy 
into the program to reach a com- 
paratively high income and _intel- 
ligence group. 

Advertisers who are in the show 
in Chicago are: Avon, Carter Prod- 
ucts, Contac, Helene Curtis, Dove, 
Ford Dealers of Chicago, Imperial 
Margarine, P. Lorillard, Lux Soap, 
P&G, Vim, Vick Chemical and Seven- 
Up. 


Host Kupcinet and assorted conversationalists 
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“Steady there, Lee’’... Lee Kinard, WFMY-TV, hits the 
ice at Greensboro Coliseum Ice Rink for his TV Matinee 
Show. He’s smiling even as he goes down. That Kinard smile 
is famous throughout WFMY-TV’s area of 466,640 TV 
homes. It’s in evidence on TV Matinee, Lee’s popular after- 
noon variety show, and it brightens morning moods on his 
news-weather-sports Morning Show. A lady in Martinsville, 
Va., wrote, ‘‘ Your smile is infectious and always there. How 
do you do it?” Genuine high spirits and good humor do it. Lee 
has them in a combination that has won thousands of loyal 
friends throughout WFMY-TV’s 44-county service area. As 
one viewer put it, “‘We don’t even mind hearing that the 


weather is going to be bad if you are the one to say it.” Uy 4 wR U pd + a 


GREENSBORO, N.C. 
“Now In Our 13th Year Of Service" 


PrP &€ re oOo Ss P 3 E > = = OS FT 


December 11, 1961, Television Aze 35 





we 








cornered 


= 
“~~ e~ 


G 

hours when children dominate TV viewing, wr1x-11 dominates all competition seven Jy 
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days a week. Every year the biggest new children’s show is fed into the most fabulous 4 af 
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back-to-back lineup of children’s shows in television. This year it’s picK TRACY. No other y 
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than three million youngsters. 
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Awaiting the verdict 


F, before the television season of 1949-’50, 
some visionary advertising or programming 
executive had issued a notarized and public 


prophesy that What’s My Line? and The Ed Sul- 


livan Show would be aired continuously for 
more than a dozen years, he would today wear 
the mantle of at least a minor Nostradamus— 
and would be eagerly sought out for advice on 
everything from the stock market to the third 
race at Aqueduct. 

Picking a 12-year hit, however, is no easier 
than foretelling the fate of any program even 
one year in advance. And, while the industry 
has its share of programming wizards and “hot” 


Analysis of new 
Network programs give 
glimpse into their bright 
(or bleak) futures 


agencies who never select a doomed show for a 
client (What, never? Well, hardly ever!), it 
also has its full ration of second-guessers. More 
correctly, the term should be second-year guess- 
ers, for in television the first year—or first 
season—is all important. A. C. Nielsen data 
through 1959 showed that better than half of 
all new network programs fail after their first 
season’s showing. Guessing the fate of the re- 
mainder during their second year and subse- 
quent seasons is a simpler matter, for the 
mortality rate drops considerably as time passes. 
The Nielsen study (to be updated and ex- 
panded in a TELEVISION AGE article next issue) 
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indicated that some 33 per cent of the 
original programs of any one season 
eventually get into their fourth year, 
while 18 per cent make their sixth. 
Last Dec. 26, this magazine at- 
tempted the formulation of a pro- 
gram “pattern for survival,” 
graphically plotting the initial two- 
months’ rating of the season’s new 
programs in an effort to determine 
which programs would be retained 
for the current year. Of some 35 
shows, 26 were later proven to have 
been correctly identified as either 
quick failures or worthy of a second 
season; the others were wrongly 
labeled—but in several cases there 
were mitigating circumstances that 
affected the future (a 


sponsor’s willingness to ride with a 


program’s 


complete 
National 


low-rated Expedition, a 
time-and-day switch for 


Velvet, for example). 


Trend to Hours 


‘ 


In preparing this season’s “sur- 
vival charts,” a number of observa- 
tions and appeared. 
Among them was the fact that con- 


comparisons 


tinuing reliance on the hour-long 
format—and, in one NBC-TV case, 
the two-hour format—further _ re- 
duced the number of new programs 
offered on the three networks. From 
a high of 56 in 1957, downward to 
40 last year, the total of regularly 
scheduled new shows dropped to 35 
this season. If statistics hold true 
in "61-62 as they have over the past 
decade, fewer than 17 of those pro- 
grams will be around come next 
September. 

For a program to succeed, i.e. go 
into its second season, the three net- 
works _ this to have 


year appear 


moved toward somewhat stricter 
regulations, on the whole. In other 
words, the majority of second-season 
programs on the air next fall will 
have emerged from this season with 


higher ratings than their new-show 
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predecessors did last year. As will be 
seen in the “three-network average” 
graph on page 43, the successful new 
shows from last season had ratings 
above a line that moved slowly up- 
ward over the Oct.-Nov. period from 
16.1 to 17.1, according to ARB’s 
Multi-City report. Unsuccessful pro- 
grams had ratings below a line de- 
clining from 14.6 to 13.1. A year 
ago, the average of shows “held 
over” from the *59-°60 season needed 
only a 15.0 rating during their first 
weeks, while those failing often went 
below 12.5. And, indicative of the 


battle between the networks has 
gained momentum, ratings and their 
adjunct of cost-per-thousand have 
far surpassed personal relationships, 
sentimentality and calculated gam- 
bles as considerations in setting up 
a schedule. 

Determination of the rating trend 
needed to define the status of “con- 
tinuable” or “probable failure” for 
each of 33 new programs on the air 
this season involved the averaging of 
American Research Bureau ratings 
for programs that premiered on each 


network during the °60-61 season 








which shows start a second season, 
only 16 of last year’s 40 newcomers 
—40 per cent—were given a green 
light this fall. 

Ratings, to be sure, are not the 
sole factor determining program per- 
manency. But, as the competitive 


networks’ increasing rigidity on and were continued this year, and for 
CPM New Programs—ABC-TV 
Avg. Aud. Total $ 
Shou (000) ($000) CPM 
Ben Casey 9,100 210.0 $3.84 
Calvin & the Colonel 5,690 95.5 5.59 
New Breed 6,150 205.0 5.55 
Steve Allen 6,475 202.5 5.21 
Top Cat 6,675 93.5 4.66 
Margie 7,400 102.0 4.59 
Straightaway 3,150 100.5 10.63 
The Hathaways 5,925 108.5 6.54 
Target: The Corruptors 8,400 205.0 4.06 
| Follow the Sun 7,300 210.5 4.80 
Bus Stop 6.675 220.0 5.49 
Avg. New Show 5.36 
CPM is per commercial minute as computed by TELEVISION acz from best eveilable 
industry-agency sources for time and talent costs at minimum discounts; avg. aud. 
figures are rounded totals as of Nov. 1. 





those that were dropped after their 
first season. Such averaging pro- 
vided a “grey area” between the line 
of success and that of failure: pro- 
grams with ratings well above the 
top line of the grey area appear as- 
sured of future continuance, while 
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has those below the bottom line seem 20 NA, | ee ee 
their doomed to oblivion (or syndica- “ | 
have tion), and those in between are of 
hips, “iffy” status. Grey areas were plotted | 
Zam- for each network, inasmuch as each 19 T | 
y up has its individual criteria for retain- 
ing or dropping programs. | 
rend For ABC-TV, the upper line of 18 
‘con- the grey area was derived from such 
for first-season successes as Flintstones, 
» air My Three Sons, Naked City and | 
g of Surfside Six. First-season failures, 7 T | 
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lund. ) 
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5 National Velvet contributed to NBC- <2 Ars 
1 TV’s upper region of the grey area, 7  , 
while Dan Raven, Michael Shayne, <2 ————= 
6 Tab Hunter and Dante were among 12 ra . 
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3 lower line. | 
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d. year’s charts, in which the ABC-TV Say | 
7 | G4, of average new show | 
spread was much wider than those of | ay, | no longer on network | 
— the other networks. Indeed, the wide Br T LG | 
ABC-TV grey area as plotted last 
heir year, dipping to a low average rating 
pro- of about 9.0, might be held account- 7 ~ t - — 
line able for the continuance this season * < E S| 
pro- of Roaring 20's, a program clearly S be = =| 
the charted as hugging the lower edge B = |S = 
FP of the area. (Roaring 20's managed y Source: 1961 ARB Netional Arbitron 
hile to eke out another 13 weeks, but is 
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slated to fade next month.) The 
tighter the grey area, of course, the 
simpler it is to pick a network's 
probable successes and failures. 

On that score, the position of 
ABC-TV is almost entirely reversed 
from what it was last year, when its 
pattern graph showed it the strong- 
est of the three services—so far as 
new programs were concerned. 
Where last season showed My Three 
Sons, Flintstones and Naked City 
running well above the “probable 
hit” line on the ABC-TV chart, the 
current season’s plotting has only 
Ben Casey in the network’s “hit” 
area. Calvin and the Colonel, on the 
other hand, whose trend was only 
downward from the first-week-No- 
vember rating period, has already 
disappeared into temporary limbo, 
awaiting a return somewhere next 
month—probably in the vacated 
Roaring 20’s Saturday night period. 


Patterns Vary 


ABC-TV’s ambitious and highly- 
touted Bus Stop got off to a start 
better than any of the network’s 
other entries—excluding Margie, 
which undoubtedly benefited from 
the strong My Three Sons and Un- 
touchables bracketing on _ either 
side—and then steadily slid down- 
ward to the lower edge of the “twi- 
light zone.” The remaining new en- 
tries in hour-long format, Target: 
The Corruptors, New Breed and 
Follow The Sun, started at varying 
levels and moved slightly upward to 
nearly identical—but not terribly 
encouraging—ratings after seven 
weeks. New Breed has been moved 
earlier in the Tuesday night schedule 
to take it away from NBC-TV’s 
heavy Dick Powell Show competi- 
tion, but it remains to be seen what 
effect the move will have on viewing 
patterns fairly well established by 
this time. 

Friday’s pairing of Straightaway 





twi- 


vet: 
and 
‘ing 
| to 
ibly 
ven 
ved 
lule 
‘V’s 
yeti- 
yhat 
ing 


by 


way 





and The Hathaways appears to be 
doing ABC-TV little good, with the 
racer-adventure series the poorest- 
received of the network’s new ven- 
tures, and the Peggy Cass-and-chim- 
panzees stanza showing a decline 
since its premiere. Margie and Steve 
Allen present contrasts: the half-hour 
film show got off with little fanfare 
to a big start, then dipped downward 
to the “possibility” area, while Steve 
Allen got off to a highly publicized 
and low-rated start, then climbed 
upward. Allen’s position at the bot- 
tom of the grey region can certainly 
be termed tenuous, and while Margie 
is at the top of the area, the pro- 


see 


ference in an “iffy” program is cost- 
per-thousand. As virtually all c-p-m’s 
of new programs run considerably 
above the $3-$4 price of many exist- 
ing shows, the quicker the cost comes 
down to a reasonable point the bet- 
ter. The average new show on ABC- 
TV last year, according to TELE- 
VISION AGE computations, had a 
c-p-m of $5.17. This season, the fig- 
ure rose slightly to $5.36. 

With Ben Casey bringing obvious 
joy, from a c-p-m standpoint, and 
Straightaway probably causing con- 
sternation (even if the program’s 
time-and-talent costs were to run 





Show 
Window on Main Street 
Dick Van Dyke 

Ichabod & Me 

Mrs. G. Goes to College 
Alvin 

Bob Cummings Show 
Investigators 

Father of the Bride 

The Defenders 


Frontier Circus 


CPM is per commercial minute as computed by TELEVISION AGE from best available 
industry-agency sources for time and talent costs at minimum discounts: avg. aud. 


figures are rounded totals as of Nov. 1. 


considerably below the estimate 
CPM New Programs—CBS-TV | 
Avg. Aud Total $ | 
(000) ($000) CPM | 
7,750 125.5 $5.39 | 
6.850 119.0 5.79 
7.850 115.0 4.88 
5,650 127.5 7.52 
7.100 112.0 5.26 
6.600 120.5 6.08 | 
5.250 205.5 6.50 | 
5,450 115.5 7.06 | 
10,800 230.5 3.55 | 
6,250 210.0 5.60 | 


Avg. New Show _ 5.76 








gram’s position in view of its power- 
ful lead-in appears weak. With ABC- 
TV (as with the other networks) in- 
terested in furnishing a_ strong 
lead-in for every program, it might 
desire a stronger show before The 
Untouchables. 


The factor that can make the dif- 


given), the majority of other ABC- 
TV shows are clustered too closely 
about the average to elicit excited 
reactions one way or another. Cor- 
ruptors’ below-average price, cou- 
pled with its upward rating trend, 
might stand the program in good 
stead, while Margie’s low c-p-m fig- 


ure could prolong the life of the 
down-trending program. 

CBS-TV, which last year had two 
programs in the “clear hit” area of 
its chart—well above the grey re- 
gion—this season has only The De- 
fenders riding high among its new 
entries. Departing shortly, The In- 
vestigators moved up-and-down 
throughout the first seven weeks of 
the season, but never really got 


above the “probable failure” line. 


Time-Period Switch 


Even more disappointing to its 
sponsors (General Foods and P&G), 
Mrs. G. Goes To College got off to a 
low-rated start and showed little 
improvement, forcing a time-period 
switch that soon sees the program 
occupying half of the /nvestigators’ 
vacated period. Dick Van Dyke was 
trending upward after a so-so pre- 
miere, but not fast enough to please 
P&G, which agreed to a change of 
climate (Tues. to Wed.) for the show. 

Window on Main Street, hoping to 
duplicate Robert Young’s success 
with Father Knows Best, rode a 
downward line, only a point better 
than Ichabod and Me, a program 
with much less going for it in the 
areas of star and fanfare. 

The cartoon trouble that hit ABC- 
TV with its Calvin and Top Cat 
efforts also affected CBS-TV, where 
Alvin and his chipmunk friends rode 
the lower line of the twilight zone. 
The animated animals had Bob Cum- 
mings and Frontier Circus to keep 
them company, and c-p-m figures 
undoubtedly were quickly consulted 
for the trio of shows. 

Reflecting the comparative lack of 
success on its new entries, the aver- 
age new program’s cost-per-thousand 
on CBS-TV this year was placed at 
$5.76, up 55 cents from the 1960 
new-show estimate. While Alvin, 
Frontier Circus, Ichabod and Win- 
dow on Main Sireet were below 
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average, none of them appeared far 
enough below to be assured of a 
return next season. The Defenders’ 
$3.55, obviously, is another matter 
entirely. 

Indicative of the cost-per-thousand 
influence on a show’s career is an 
example from last year’s NBC-TV 
survival graph. On the chart, Out- 
laws appeared as the lowest-rated of 
the network’s new programs during 
the final weeks of the rating period; 
its c-p-m of $4.03, however, was far 
below the NBC-TV average-new-show 
price of $5.56—and the program re- 
turned this season. 


Average is Lower 

NBC-TV’s average c-p-m for new 
programs this winter did the impos- 
sible in television by working out to 
less than last year’s figure. Indeed, 
the network’s $4.69 average was 
lower than the c-p-m of any CBS-TV 
program with the exception of Ben 
Casey, and was well under the $5.17 
average of ABC-TV last year when 
that network had the lowest rate of 
the three services. 

Even more remarkable are the new 
NBC programs’ rating lines as plotted 
on the network’s chart. Where NBC 
had the dubious distinction in last 
winter's calculation of having the 
greatest number of its new shows well 
below its grey area of debatable fu- 
ture, its chart this season reveals an 
extraordinary pattern of success. Dr. 
Kildare and Dick Powell Show moved 
higher from strong beginnings, and 
while Joey Bishop, Hazel, Car 54 and 
Saturday Night Movies have had 
their fluctuations, they appear at this 
date to be exceedingly safe bets for 
renewal, from a pure rating stand- 
point. 

Nearer the twilight zone, 87th 
Precinct and International Showtime 
evidence ratings higher than those 
averaged by the network’s hold-overs 
from last season. Their positions, 
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| Show 

| 87th Precinct 

| Dick Powell Show 

Cain’s 100 

Bob Newhart 

Dr. Kildare 

David Brinkley’s Journal 
Hazel 

International Showtime 
Frank McGee’s Here and Now 
Saturday Night at the Movies 
Car 54, Where Are You? 

Joey Bishop 


CPM is per commercial minute as computed by TELEVISION AGE from best available 
industry-agency sources for time and talent costs at minimum discounts: avg. aid. 


figures are rounded totals as of Nov, 1. 


CPM New Programs—NBC-TV 


Avg. Aud. Total $ 
(000) ($000) CPM . 

8,350 210.0 $4.19 
9,500 175.0 3.07 
6,900 190.0 4.59 
5,725 110.5 6.43 
9,750 205.0 3.50 
4,300 85.0 6.59 
10,500 130.5 4.14 
7,600 160.5 3.51 
3,900 80.0 6.83 
7,600 210.0 4.60 
9,750 115.0 3.93 
10,800 120.5 3.71 
Ave. New Show 4.69 





| 
| 





however—despite favorable (below- 
average) c-p-m figures—might be 
considered weak if NBC decides to 
retain only the very best for next 
year. In still weaker positions are 
Cain’s 100 and Bob Newhart Show. 

Not surprising to the network, it 
may be assumed, are the ratings and 
cost-per-thousand data on its two 
prime-time, regularly scheduled, new 
ventures in what must be considered 
the area of “public service.” Both 
David Brinkley’s Journal and Frank 
McGee’s Here and Now appear to 
have never gotten off the ground, with 
the McGee program already having 
gotten its notice. As when Ralston 
singlehandedly saved its low-rated 
Expedition series on ABC-TV into 
this season, the future of such costly 
cultural ventures depends almost en- 
tirely on the willingness of a few 


wealthy advertisers to support them 
—or upon the readiness of the net- 
work to underwrite the programs’ 
budgets. Happily, if the shows are 
slotted at the tail-end of their re- 
spective evening line-ups, then they 
are not accountable to other network 
advertisers on grounds of furnishing 
a poor lead-in to following programs. 

Even with the 
showing of most of its new ventures, 
NBC-TV 


switches 


above-average 


time 
100 and 87th 


Precinct in an effort to strengthen 


early considered 


for Cain’s 


the programs still more. Whether 
moving a program helps or hurts 
its rating performance is an un- 
known factor that can be argued, 
and supported with numerous exam- 
ples, from either side. 
The almost-immediate moves of 
the three networks to improve their 


total derived, of 


course, 


rating picture 


from several factors. One 
was the early start of the season, 
plus speedier ratings, 


which permitted recognition of audi- 


reports on 


ence tastes by mid-November (and 


sooner in the case of some pro- 
grams). Another was the increased 
flexibility of commitments between 
network/advertiser and network 
program source. Whereas firm con- 


for 26- and 


once the rule of thumb, soaring costs 


tracts 52-weeks were 
and the necessity of a network’s 
hanging on to vacillating advertisers 
have produced a 13-weeks (or less) 
pattern that makes for rapid changes. 

Dr. William McPhee, research as- 
sociate at Columbia University’s 
bureau of applied social research, 
was quoted in this magazine’s analy- 
sis of new programs last year as 
having voiced hope that tv would 
take its place eventually as a cultural 
medium. To do so, he implied, it 
would have to greatly stabilize the 
amount of material held over from 
year to year. “The first period of 
tv,” he said, “seemed to be building 
up to a steady schedule of 120 dura- 
ble programs and only 20 transients. 
The recent figures indicate a not- 
good goal of only 60 durables and 
45 transients.” 


The medium, 


(Continued on page 62) 
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Let’s try ““Treachery, Tv, and your Tot.” 

Pve got it! ““Minute by Minute with Newton Minow.” 
How about “The Crack in the Picture-tube Window’? 
What do you think of “Is There Any Life in the Wasteland”? 


Let’s do a series, “‘Vanishing Morals In Videoland.”’ 


Why not “Tv: Throne of Old Movies’? 











New wave of criticism 


Magazines, 

losing ad lineage 

to television, 

use the empty space 


to counter-attack 


HERE is a Dr. Seuss story now 
circulating on records called 
“The Big Brag.” A bear and a rabbit 
stand on a hill and debate who is 
better than who. The tale contains a 
moral for media-men. 
The rabbit bases his claim on the 
remarkable of his 
ears. Pointing these appendages in 


hearing power 
the air for a full seven minutes, he 
declares that he can hear so far he 
heard a fly cough on a mountain 90 
miles off. 

The bear, amazed but undaunted, 
thereupon thrusts his nose in the 
air for all of ten minutes before pro- 
claiming he can smell a smell 600 
miles beyond the mountain. On a 
farm near a pond there stands a tree, 
says the bear, and in a nest on that 
tree are two hummingbird eggs. 
“The one on the left is a little bit 
stale.” 

Disturbed by all this boasting, a 
dusty old worm pops out of the 
earth and says that though it’s true 
they can smell and hear pretty far, 
how far can they see? Cocking his 
head, the worm stares so hard, we 


are told, that after an hour his eye- 
lids turn red. 

“That’s long enough!” shouts the 
bear. “Tell us, what did you see!” 

The worm winds up and recounts 
that he hard that he 
looked across the ocean to Japan and 
then across China. After a peek into 
Egypt, he has taken a glance at Hol- 
land and France, and then across 
England and, looking harder still, 
at last he had looked clear around 
the world “right back to this hill, 
where there stood the two biggest 
fools with nothing better to do than 
argue all day who is better than 
who.” 


looked so 


More Poetry Than Truth 


The moral for media-men is per- 
haps obvious, but can be expressed, 
uncringingly, “Don’t argue cost-per- 
thousand with a poet.” 

In recent months there has begun 
a new phase in the conflict between 
television and the media which tele- 
vision has, in a decade, seriously 
displaced economically. The new 
phase is considerably warmer—al- 
most hot, almost war—than in pre- 
vious seasons when magazines and 
newspapers were content to dwell 
delightedly on the quiz scandals or 
to moan about the immaturity and 
monotonous diet of tv, and to roast 
those personalities who became in- 
volved in intra- and inter-network 
rivalry. 

The conflict finally finds maga- 
zines, especially the mass magazine, 


a thundering Megalosaurus Rex, 
leading an army of puddin’ heads, 
egg heads, and assorted peasants 
and planteaters (not to mention vari- 
writers 


ous free-lance magazine 


whose livelihood is _ threatened) 


against the treacherous Tv-ocerous. 
“Television USA: 
Wonderland?” inquires the Satur- 
day Evening Post, introducing a 
four-part serial on the subject. 


Wasteland or 


“The Crisis, Conflict and Change 
in Tv announces a 
story by Look, with a further blurb, 
“After quizzes and violence, TV is 


News” cover 


entering a journalistic phase,” and a 
dandy cover picture of a split-screen 
Huntley-Brinkley, later used as an 
opening to the Huntley-Brinkley 


newscast on NBC-TV. 
hires Richard 


Helen Lawrenson, and Robert Paul 
Smith to take “A Hard Look At 


Television,” 


Esquire Rovere, 


each author taking 

either morning, afternoon or evening 

to attack. Curiously, though the Es- 
° “ 

quire cover announces only “A Hard 


Look At 
the issue we find in the Table of 


Television,” once inside 
Contents as well as on the story text 
that what we are wistfully enjoying 


is “A Last Look at Television.” 


Playboy, which, perhaps because 
of its youth, seems more sensitive 
to the threat of tv to magazines, 
is producing enough articles lambast- 
ing the electronic medium to make 
a book—and perhaps that is the 


(Continued on page 62) 
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Mixture of melody 
and memory, new 
themes and old songs, 
spurs P. Ballantine’s 
drive for expanded 


distribution 






























































































































































































- Ballantine & Sons of Newark, 
N. J. sells beer (and plans to 
sell lots more) by selling the Good 
Old Days in a modern format, and 
Mitch Miller is, perhaps, its best 
salesman. 

“Mitch is Back,” the posters every- 
where announced. And back he was, 
with his gang singing tunes that took 
tv audiences back to the days when 
dad’s stop at the corner saloon for a 
schooner of Ballantine was part of the 
day’s routine. 

Those were the days of the trolley 
and the hoop skirt, outings to the 
Brooklyn countryside and _horse- 
drawn vans piled high with beer bar- 
rels_ clattering over cobblestone 
streets. 

Those were the Good Old Days that 
are no more—except when songs like 
Give My Regards to Broadway, Bill 
Bailey and Hello My Baby revive for- 
gotten times and places. 

There’s a nostalgia about it and a 
familiarity. It’s just the mood to 
make a man settle back and ask the 
bartender to “Bring along the Ballan- 
tine!” 


Relax and Enjoy It 

Unlike some of its current competi- 
tors, Ballantine leaves the “watch- 
your-weight” and “be-modern” themes 
behind. What the brewer stresses 
both in its print ads and tv commer- 
cials is comfort. Relax and enjoy it, 
they say. 

Television plays a major part in 
this approach and the Sing Along 
With Mitch show (NBC-TV, Thurs- 
day, 10 to 11 p.m.) is considered a 
natural vehicle for the Ballantine 
message. Ballantine’s confidence in 
tv is such that within one year it has 
quadrupled its tv investment, and it 
looks on the regional network pro- 
gram as the key to its entire pro- 
motional campaign. 

Sing Along centers on a group of 
25 male singers, ranging in age from 
29 to 59, led by a bearded maestro 
with a twinkle in his eye. In the back- 
ground are eight girls, hand-picked 
for their flawless beauty on camera— 








living memories of Dad's first high 
school prom sweetheart. Couple this 
with the tunes of yesterday replete 
with captions for those who may have 
forgotten all the lyrics, and you have 
the show . . . almost. 

Behind Ballantine’s decision to 
sponsor the 32-week program — its 
largest tv enterprise to date—and, 
indeed, behind the success of the 
show itself is quality at all levels and 
careful attention to detail. 


Mitch Directs 


Each Thursday night hour, for in- 
stance, costs roughly $125,000 to pro- 
duce. Of this, at least $8,000 is set 
aside to make sure that tv audio is 
as good as it would be in a recording 
studio. All shows are pre-recorded, 
of course, and dubbed-in songs are 
sung on camera, rather than mouthed, 
so that facial and vocal chord move- 
ments approximate actual perform- 
ance as closely as possible. Such at- 
tention to detail, the essence of any 
good show, is the rule. In fact, it’s not 
unusual to see Mitch, himself, direct- 
ing a scene from the sidelines. 

Another asset as far as Ballantine 
is concerned is the easy informality 
of the show — made possible, one 
NBC-TV spokesman said, by the ab- 
sence of backstage jockeying. The 
chorus members are mature, educated 
and conservative. As a result they 
appeal to a large segment of the adult 
male and female audience and their 
children. The only groups that appear 
to take issue with the format of the 
show are the 17-19-year-olds, and 
these, it may be assumed, are more 
interested in breaking traditions than 
in dwelling upon them. 

Ballantine’s decision to sponsor the 
show itself represented a break with 
its tv tradition. 

In the early months of 1960, act- 
ing on the advice of its advertising 
agency, the William Esty Co., Bal- 
lantine decided to switch from syndi- 
cated film series (Johnny Midnight, 
Shotgun Slade) to network tv. Esty 


(Continued on page 80) 
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Spot does 
it again 


Third-quarter billings 
up 1.8 per cent, with 


gains in evening time 


pot television investments con- 

tinued to grow in the third quar- 

ter of this year, the Television Bureau 

of Advertising—N. C. Rorabaugh re- 
ported this week. 

Last year, in a comparable period, 
332 stations listed spot expenditures 
of $125,012,000. This year, 342 sta- 
tions listed expenditures of $27,644.- 
000—an increase of $2,632,000. 

The higher figure for 1961, of 
course, includes information received 
from 10 more reporting stations, but 
an analysis of 317 stations which re- 
ported during the third quarters of 
both 1961 and 1960 showed an in- 
crease of 1.8 per cent in spot tv 
dollars. 


A TvB breakdown of spot expen- 
ditures by time of day reveals that 
the largest increase currently is in the 
use of early evening television—time 
devoted to film reruns, 
children’s shows and news program- 


generally 
ming. In the third quarter of last 
year this time period accounted for 
18 per cent of spot investments with 
a total of $22,462,000. In the third 
quarter of this year, early evening 
time accounted for 21.8 per cent of 
the total, an increase of 3.8 per cent. 
Expenditures totalled $27,790,000, 
$5,328,000 more than the year before. 

Spot investments during late night- 
time were up also, although to a 


(Continued on page 83) 


Top 100 Spot Tv Advertisers, Third Quarter 1961 


1. Procter & Gamble 


Co. $13,680,700 
2. Lever Brothers 
Company 3,137,600 
3. General Foods Corp. 3,028,700 
4. Colgate-Palmolive 
Co. 2,830,000 
5. William Wrigley Jr. 
Co. i 2,821,000 
6. Bristol-Myers 
Company 2,450,000 
7. P. Lorillard Co. 2.207.400 
8. Coca-Cola Co./ 
Bottlers 2,127,900 
9. American Home 
Products Corp. 2,045,500 
10. Alberto-Culver Co. 1,722,500 
11. General Mills, Inc.. 1,598,200 
12. Kellogg Company 1,490,000 
13. Gillette Company 1,419,600 
14. Philip Morris, Inc. 1,419,500 
15. Anheuser-Busch, 
Inc. .. 1,232,800 
16. Standard Brands, 
Inc. . 1,230,100 
17. Carter Products, Inc. 1,169,800 
18. Miles Laboratories, 
Inc. 1,136,400 
19. Food Manufacturers, 
Inc. 1,102,200 
20. Jos. Schlitz Brewing 
Co. 1.070.000 
21. Welch Grape Juice 
Co., Ine. 1.063.800 
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22. Pharmacrajt 


Company 1.024.300 
23. Avon Products, 

cs a: 982,400 
24. Pabst Brewing Co. 970,300 
25. Corn Products Co. 913,100 
26. Lestoil Products, 

Inc. 909,200 
27. Canadian Breweries, 

Lid. 856,500 
28. Pepsi Cola Co./ 

Bottlers .. 854,000 
29. Continental Baking 

Co., Inc. 833,700 
30. J. A. Folger & Co. 818,000 
31. Brown & Williamson 

Tobacco Corp. 744,400 
32. Falstaff Brewing 

Corp. 734,100 
33. Theo. Hamm 

Brewing Co. 730,600 


34. American Tobacco 


Co. 723,000 


35. Nestle Co., Inc. 721,100 
36. Standard Oil Co. of 

California 712,900 
37. Golden Press 690,400 
38. U. S. Borax & 

Chemical Corp. 669,400 
39. Simoniz Co. 665.900 
40. Ford Motor Co. 

Dealers 661,500 
41. Associated Products, 

Inc. 625.000 


42. General Motors 

Corp. 620,000 
43. Beech-Nut Life 

Savers, Inc. 612,600 
14. General Motors 

Corp. Dealers 609,400 
45. Standard Oil Co. of 

New Jersey 603,750 
16. United Vintners, 589,000 
17. Norwich Pharmacal 

Co. 585,800 
18. C. Schmidt & Sons, 

Inc. 574,900 
49. International Latex 

Corp. 561.400 
50. Hills Bros. Coffee, 

Inc. 345,700 
51. Liebmann Breweries, 

Inc. 544,400 
52. Lehn & Fink 

Products Corp. 543,500 
53. Chrysler Corporation 

Dealers 533,800 
54. Phillips Petroleum 

Co. 531,400 
55. John Morrell & Co. 524,900 
56. Pacific Tel. & Tel. 

Co. 520.000 
57. R. J. Reynolds 

Tobacco Co. 519,100 
58. Star-Kist Foods, Inc. 515,100 


59. J. Nelson Prewitt, 
Ine. 475,900 


(Continued on page 84) 
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Much of the nation’s s eagital is in Washington! When it it ¢ comes to income, co sarted w 
WRC-TV earn more per household than those of any other area in the country! Washington is 
the only metropolitan area in the United States in which all counties (5) rank in the “top ten” 
for Effective Buying Income per-household. And two of those counties top the list!* All of which 
means that on WRC-TV you reach the most able-to-buy families in the country. If you want to 
reach and sell those families, bear in mind that ARB for Oct. ’61 reports WRC-TV as first in 
share of audience and number of homes delivered all week long, from 6:00 P.M. to midnight. 
What better way to make your advertising most productive? Get your message to the Washing- 


ton market on WRC-TV... leadership station in the nation’s capital. WRC TV 
*Sales Management Survey of Buying Power May 10, 1961 : a = 
IN WASHINGTON fee'cwneo 


REPRESENTED BY NBC SPOT SALES 
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sero mns... Viewpoints 





In the Eyes of the Law 
I a serious address, delivered at the Northwestern Uni- 
versity School of Law on the subject of Freedom and 
Responsibility in Broadcasting, Dean Roscoe L. Barrow 
(of the Cincinnati University College of Law) tried to set 
up the elusive problem of making television programs 
better than they are. 

As a consultant to the FCC’s Network Study Group, he 
should be, and was, listened to. He has heard all the jazz, 
he is fixedly on the “right” side (that programming is 
poor), and hopes that the FCC may eventually have a 
say about programs: “It would seem that programming 
should be the most vital concern of the FCC.” 

This observer, while respecting the Dean’s concern 
with the problem, has never met a lawyer who knew 
beans about a program; nor a lawyer who had the 
curiosity to make his own findings. Dean Barrow does 
not appear an exception. Though his prose is carefully 
arranged in sentences having the same cadences (and in 
many cases the same or nearly the same number of 
words), he does not at any moment sound as if he had 
himself seen much television. He does, however, sound 
as if he had read reports by people who had seen tele- 
vision and who did not care for it. 

He sounds as if he has attended committee meetings, 
listened to witnesses biased and unbiased, and come away 
from these non-infecting exposures with an intellectual 
zeal to set everything right, but without the emotional 
zing to suggest any specific (or non-specific) new pro- 
gramming. 

It is regrettable that Dean Barrow passed on to his 
large audience his own belief in a number of items that 
aren’t true. Here is one that is serious: “Commercial 
motives influence programming and tend to shape tele- 
vision as an advertising medium at the expense of tele- 
vision’s potential development as a communications 
medium.” Only the first four words in that concept are 
true. Then his syllogism develops trouble. What commer- 
cial motives actually do, in the shaping of television, is to 
forge television into an entertainment medium. If it 
failed there, advertising could make no use of it and 
would ignore it. Advertising rides on the entertainment. 
The Dean has it wrong-way-around. 

Whether this has stunted television’s “potential de- 
velopment as a communications medium” (as he claims) 
can be argued forever but never argued to anyone’s profit, 
for no one (including Roscoe Barrow), ever lays out 
his views as to what a communications medium should 
communicate. As of right now, television considers itself 
to be an entertainment medium, a selling medium, and a 
communications medium, and it can make a true and 
vigorous defense of this trinity. 

He believes the industry “has permitted the level of 
culture and ideas in television programming to fall 


below that in any popular art field.” 

Would Dean Barrow care to tour the movies, the 
theatre or contemporary fiction? There are many of us 
who seriously believe television is meeting its full duty to 
its public every day and every night and who would en- 
joy introducing the Dean to “levels of culture” that 
would send him away muttering. 

Roscoe Barrow avers that “the program selection func- 
tion at the national level has passed, by and large, into 
the hands of the advertiser, advertising agencies and 
networks.” 

That is another dangerous statement. It is dangerous 
because, while true, it is incomplete. He has neglected to 
mention that program selection has also fallen into the 


‘hands of the public. 


There are other errors. 

Playhouse 90 did not draw an audience of 20 million 
for four years. And it did not give way to “horsewhipping 
and heavy breathing.” 

Omnibus—“a show of great cultural and educational 
quality”—was only very occasionally that. Often it was 
pretentious. Or formless, or draggy. Or empty and un- 
informative. 

And, sponsored or unsponsored, there was a nice 
jingle of loose change for several years from the Ford 
Foundation. 

Another item that may be new to Dean Barrow is that 
many who praised Omnibus did not watch it. It had mil- 
lions of non-viewing approvers. 

Mr. Barrow speaks repeatedly of “program balance” 





without ever saying what it is. Or even what he thinks 
it is. He tell us J Love Lucy had 16 imitators, but names 


none of them. (If just one imitator had succeeded, the 
news would be celebrated everywhere.) 

“The serious side of life,” he tells us, “controversial 
issues, racial themes, information necessary to cope with 
the exigencies of the period are deemed too ‘down-beat’ 
(sad and gloomy) to attract viewers and leave them with 
a happy, bright image of the sponsor and its product.” 

Yes, that is true, Dean. You are right. That is why 
television delivers the “serious side of life” and the 
“information necessary to cope with the exigencies of the 
period” in the most direct and realistic way it knows 


how: as news.—GBR 
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Film Report 





PILOT PROLOGUE 

Pilot production, while lagging be- 
hind some of the earliest starting 
dates in the past, is expected to hit 
full stride in January, some of the 
early birds having gone before the 
cameras this month. From all appear- 
ances, violence and westerns are de- 
clining, with the principal subject 
matters all safe, dull and, producers 
hope, good for a laugh. Spearheading 
activity are the networks, with their 
financing and co-production deals 
with independent producers looming 
large. 

ABC-TV and Ziv-UA are partnered 
in two projects: Rodeo, U.S.A., an 
hour-long series to be shot on location 
at rodeo rings around the country. 
Leslie Stevens is writing, producing 
and directing; and a half-hour situa- 
tion comedy starring Keely Smith to 
be produced by Peter Lawford’s 
Chrislaw Productions. Additionally 
the network has purchased Hooray 
for Love, half-hour comedy centered 
on the life of a college undergraduate, 
starring Darryl Hickman, filming be- 
ing by Selmur Production on location 
in Seattle. 

CBS-TV will have at least five new 
properties, some previously reviewed 
in this column, for showing to buy- 


ers: Zelda, a comedy starring Sheila 
James, produced by Max Shulman, 
and already completed; True, hour 
anthology, hosted by Jack Webb and 
produced by his Mark VII produc- 
tions; Call to Danger, half-hour ad- 
venture drama starring Lloyd Nolan, 
Perry Lafferty producing; Young 
Man in A Hurry, hour comedy, Frank 
Pittman and Andy White producing, 
and Little Amy, family-type comedy 
starring Debbie McGowan, George 
Cahan producing. 

NBC-TV has purchased The Young 
Men, hour anthology dealing with the 
adventures of four college under- 
graduates. Peter Tewksbury is pro- 
ducing it for Revue. 

20th Century-Fox Tv has two half- 
hour shows ready to roll: The Great 
American Family, a situation comedy, 
and Dateline: San Francisco, center- 
ing on stories of a newspaper re- 
porter. 

Others nearing filming are: MGM- 
TV’s Hercule Poirot, based on the 
Agatha Christie detective character; 
Bing Crosby Production’s Come-A- 
Running, the central character of 
which is a small-town doctor; United 
National Pictures’ Jamaica Reef, hour 
adventure created by Richard Bare, 
written and produced by Herb 








The Kukla and Ollie Show shown here at end of taping sessions, also brings 
Fran Allison back, but on a limited basis. The show is produced by Taynod 
Productions, Jory Nodland, executive vice president; and Sherril Taylor, 
president. (See right for details.) 
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Meadow; and Universal Artists’ Jn- 
vestigate, private-eye drama based on 
actual, unsolved cases, with Louis 
Siegal writing and directing, Kirby 
Allen and Bob Anthony producing. 


FINANCIAL REPORTS 

An increase of 23 per cent in net 
income for the first quarter of the 
1961-62 fiscal year has been reported 
by Four Star TV despite a consider- 
able drop in gross. Net amounted to 
$181,675 as against $147,266 for the 
same period last year, corresponding 
grosses being $3,000,778 and $3,581.- 
221. 

Tv residual payments to actors 
amounted to $4,800,870 for the 12- 
month period ending Oct. 31, with 
additional payments of $308,886 on 
commercials and claims for contract 
violations, George Chandler, Screen 
Actors Guild president, has reported. 
At the same time it was revealed that 
the guild is in its healthiest financial 
state ever, the treasury showing a 
surplus of $740,540. 


VTU BLITZES NYC 

The big mobile unit of VTU, 
(Video Tape Unlimited) recently 
raced up and down some of New 
York’s famous streets, including 
Broadway, Fifth Avenue, Park Ave- 
nue and the Roosevelt Drive for some 
“running shots” of the city for the 
series, Here’s Hollywood. VTU also 
taped 16 guests on 15 locations, rang- 
ing from Westport to Greenwich Vil- 
lage. 


MORE KUKLA-OLLIES 
Tele-tape Productions has com- 


pleted taping on the second 13-week 
series of Burr Tillstrom’s new Kukla 
and Ollie Show, bringing the total of 
five-minute shows completed to 130. 

The new Kukla show reunites many 
friends of the program from its early 
Chicago days, both technicians and 
performers. The show is the first five- 
minute across-the-board children’s 
show to be successfully placed on a 
network (NBC-TV) in station option 
time (5 p.m., EST). 

Tele-tape Productions also did the 
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Chocks vitamins commercials for 
Miles Laboratories through Wade Ad- 


vertising. 


MAIGRET WINS AWARDS 

The BBC series, Inspector Maigret, 
triumphed in recent awards an- 
nounced by the British Guild of Tv 
Producers and Directors. The award 
for best dramatic production was 
given to Andrew Osborn, executive 
producer of the series. Best-acting 
award went to Rupert Davies, who 
plays the title role, and best-writing 
award to Giles Cooper, editor of the 
first series. 

Other awards went to producer 
George Inns for light entertainment, 
and to Eric Sykes for top variety 
artist. Ruth Dunning was named top 
actress. 

Special awards were given to David 
Attenborough for his travel films, and 
the Desmond Davis Award was pre- 
sented to Michael Barry, until recent- 
ly head of BBC-Tv’s drama depart- 


ment. 


FILMASTER PICKS ITC 

Independent Television Corp. 
(ITC) and Filmaster, Inc., are re- 
ported to have reached final agree- 
ment for ITC to distribute Filmaster’s 
series, The Beachcomber. 

Filmaster will concentrate in the 
future on production for network 
sponsors, according to Robert Stabler, 
president of the company. 

Filmaster had previously sold The 
Beachcomber into 119 markets. Mr. 
Stabler noted that the ITC agreement 
would include distribution rights in 
the United States and abroad. Paul 
Talbot, president of Fremantle Inter- 
national, which has been representing 
Filmaster in foreign markets, has 
agreed to waive these rights so that 
the ITC-Filmaster deal could be com- 
pleted. 


BUSINESSMAN BUYS BURKE 

A San Diego business leader, Fred 
Davies, has purchased the 39-week 
filmed series, A Way of Thinking, 
starring Albert E. Burke, Ph.D., for 
showing on XETV San Diego. 

Mr. Davies said he bought the 
show, in which Dr. Burke discusses 
America, because he wanted “to do 


Advertising Directory of 


_ SELLING COMMERCIALS 





Archway Baking Co. * N,N,M,M&B 





PANTOMIME PICTURES, INC., Hollywood 


Clorox * Honig-Cooper & Harrington 





KTTY TAPE PRODUCTIONS, Hollywood 





Best Foods * Guild, Bascomb & Bonfigli 





FILMFAIR, Ho'lywood 


Colgate-Palmolive Co. * Lennen & Newell 





GERALD PRODUCTIONS, New York 





Buick * McCann-Erickson 





TRANSFILM-CARAVEL INC., New York 


Colgate-Palmolive * Spitzer Mills & Bates 


Ui 






WILBUR STREECH PRODUCTIONS, INC., New York 





Camel Cigarettes * William Esty Co. 











Commonwealth Edison * Leo Burnett 














FILMFAIR, Hollywood 





December 11, 1961, Television Age 53 








Advertising Directory of 


SELLING COMMERCIALS 





Curl-0-Matic by Tip Top © Ben Sackheim 
~ . x 






DOLPHIN PRODUCTIONS, New York 


Freedom Land © Cole, Fisher & Rogow 





& 


CRISTAL ANIMATION, INC., New York 





Dr. Pepper (Hot) © Grant Advertising 






SON FILM COMPANY, Dallas 





JAMIE 


Good & Plenty * Bauer & Tripp, Inc. 





cas ANIMATIONS, New York 





Esso-Hockey Night * MacLaren Advertising 





Homelite Chain Saws * Sode-berg & Cleveland 








me Se 


PAUL KIM & LEW GIFFORD, New York 








PECKHAM PRODUCTIONS INC., New York 





54 December 11, 1961, Television Age 





something about—not just talk about 
—the threat of commurism.” Mr. 
Davies said plans call for local gov- 
ernment and business leaders to in- 
troduce each half-hour show, with the 
only commercial time coming in 
opening and closing sponsorship an- 
nouncements. 


TAPE NEWS 

MGM Telestudios, which used a 
farm in Bucks County, Pa., last sum- 
mer as a base for location shooting 
of video-tape commercials, is setting 
up a similar base in New Orleans for 
winter production. 

The MGM subsidiary has leased a 
28-acre estate, including a large home 
which will house and feed its camera 
crews, plus supervisory agency and 
client personnel. The estate is located 
on the shores of Lake Pontchartrain, 
but locations will also include down- 
town New Orleans, the city’s suburbs 
and the surrounding countryside. 
Equipment at the New Orleans head- 
quarters is housed in a self-powered 
truck containing video tape recorder, 
camera, audio, video and lighting 
equipment, as well as the studio's 
hand-held image-orthicon camera. 

George Gould, president and gen- 
eral manager of the studio, empha- 
sizes that though most people have a 
fixed image of New Orleans in terms 
of the much-publicized French Quar- 
ter, the area includes a very wide 
variety of terrain and architecture, 
“from the kind of main street you'd 
find in Andy Hardy to ante-bellum 
mansions.” 

MGM Telestudios has worked out 
a per diem package rate for use of 
the New Orleans facilities. Basic 
charge for first 10-hour day is $5,- 
500, $5,000 for each day thereafter. 
Price covers virtually all services for 
two commercials, including titling 
and mixing in New York, and ac- 
commodations for up to five agency 
personnel on the estate. 

Unofficial sources report the estate’s 
housemother is quite a belle. 


ITC DISTRIBUTES CARTOON 
Independent Television Corp. 
(ITC) has concluded arrangements 
with Paramount Pictures Corp. for 
production and distribution of a new 
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five and one-half minute color cartoon 
series, Kozmo—the Kid from Mars. 

Kozmo will be produced by Para- 
mount and financed by ITC, who will 


have world-wide distribution rights. | 


JELLYBEAN IN THE JAR 
Jellybean Comedy Playhouse, a 
syndicated children’s series of 104 
vignettes, has been completed and 
goes into national and international 
distribution, according to Danny Wil- 
son, vice president of Jules Power 
Productions, who produced the series. 


| 


Jules Power himself is currently on | 


leave from active participation in the 
company’s affairs in order to under- 
take the newly-created post of direc- 
tor of children’s programming for 
ABC-TV. 

In announcing completion of the 
series, Mr. Wilson said Jellybean 
Comedy Playhouse is “the most com- 
plete children’s program package yet 
offered for syndication to stations in 
the United States, Canada and coun- 
tries abroad. It represents a unique 
combination of film and live program 
elements which can be easily inte- 
grated at the local station level into 
an imaginative, compelling and de- 
lightful children’s program.” 


TELEMETER ADDS OUTLETS 
Telemeter is extending its cable 
system to an additional 1,000 sub- 
Etobicoke, in the 
Mimico-New Toronto section. The 


scribers near 


added subscribers are intended to | 
strengthen representation of certain | 


levels of the population, according to 
J. J. Fitzgibbons, president of Famous 
Players Canadian Corp. 


SALES MARKS 

Keyhole has rung up 20 sales with- 
in five days of release of the new 
Ziv-UA program, the fourth first-run 
series to be released by the company 
this year. 

Conceived and created for Ziv-UA 
by executive producer Jack Douglas, 
Keyhole is described as “a candid 
look at the private operations of off- 
center types and occupations in their 
native habitats from Hollywood to 
Australia.” Producers were Cran 
Chamberlin and Edgar Peterson, 
worked with Mr. Douglas. 
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| Sales of the series were made to 
| Nehi Beverage Co., wFBM-TV Indian- 
apolis; KLZ-TV Denver; WHAS-TV 
Louisville; wss-tTv Atlanta; WLW-D 
Dayton; wast Albany-Schenectady ; 
KOMO-TV Seattle; KTVK Phoenix; 
WEAR-TV Mobile-Pensacola; WAVY-TV 
Norfolk-Portsmouth; wccB-Tv Mont- 
gomery; wcca-Tv Columbia, S. C.; 
and WTOK-TV Meridian. 

| Great Adventures, from Sterling 
Television, is now in more than a 
dozen markets. First introduced in 
WLW-T Cincinnati, it has scored con- 
sistently over competing programs 
both in that station and on WBNS-TV 
Columbus, as well as in other markets. 

Danger Man, from ITC has scored 
13 markets in its first 15 days on the 
market. The show, starring Patrick 
McGoohan, can be seen in New York 
on Wednesdays, 8 p.m. over WNEW- 
TV. 

The Best of the Fifties, a film pack- 
age of 30 MGM features, has been 
sold to KoMO-Tv Seattle. Ten of the 
30 will be telecast in color. 

Twenty-five stations have been 
added to the roster for MCA TV’s 
M-Squad, bringing the total sales to 
date to 71. 


PRODUCTION NOTES 

Besides the pilots listed at the be- 
ginning of this section, a number of 
other shows are going before the 
cameras. 

Ralph C. Ellis, president of Fre- 
mantle of Canada, Ltd., and Rai 
Purdy Productions, Ltd., has an- 
nounced the start of shooting on a 
half-hour series titled Sweet Chariot. 





Eleanor Collins, the Canadian singer, 
accompanied by a choir of 16 selected 


voices, will sing spirituals, work 
songs and folk music. The show, 


available on video tape and film, will 
go on sale shortly. 

Zero One, half-hour 
series based on the memoirs of 
Donald Fish, former security officer 
for BOAC, is now under production 
for MGM-TV at their British studios 
in Herts, near London, and on loca- 
tion. 


adventure 


The series, starring Nigel Patrick 
and Bill Smith, is being produced by 
Lawrence P. Bachmann. The BBC is 
co-producer with MGM-TV, and will 
carry the series on its tv network in 
1962. 

Lewis Freedman has been chosen 
to produce the series of live dramatic 
original productions for NBC-TV’s 
Du Pont Show of the Week. Mr. 


Freedman’s credits are innumerable. 


CHRISLAW INTO TV 

Peter Lawford’s Chrislaw Produc- 
tions, a feature film unit, will create 
and produce new programs for tele- 
vision. Bill Asher has been named to 
head the tv operation. 

Chrislaw’s first program for Ziv- 
UA 
comedy to be produced in conjunction 


with ABC-TV. 


will be a_ half-hour situation 


GRAND JURY PROBE 

A Federal Grand Jury in Los Ange- 
les has been impaneled to investigate 
organizations and agencies involved 
simultaneously in the sale of talent 
and production and sale of television 
programming, in order to determine 
whether any antitrust statutes have 
been violated. Culminating an in- 
vestigation by the Justice Department 
dating back more than three years, 
proceedings and witnesses are being 
kept secret, but there is every reason 
to believe that the government would 
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Legislature Opening 


wast-Tv Albany, N. Y., will 
televise the proceedings of the 
opening session of the New 
York State Legislature, includ- 
ing Governor Rockefeller’s 
“state of the state” address on 
Jan. 3, 1962. 

This will mark the first time 
that this event has ever been 
televised. The station will offer 
its live coverage to all markets 
in New York State according to 
William A. Riple, general man- 
ager of WAST-TV. 

Permission for the television 
coverage was granted to the 
station by Speaker Carlino, 
Senator Mahoney, president of 
the state Senate and Nelson A. 
Rockefeller, governor of New 


York. 











not have made its move at this time 
unless it felt an indictment could be 
obtained. 


COMMERCIAL CUES 

Paul DeMonterice of J. W. Thomp- 
son, N. Y., has designed three new 
one-minute Peanuts spots, produced 
by Playhouse Pictures, for the 1962 
Falcon. 

Imitations, a Ford Show opener 
designed by Sterling Sturtevant, has 
received an award of the month by 
“The Journal of Commercial Art.” 

Preliminary judging in this year’s 
International Broadcasting Awards 
competition will take place not only 
in Hollywood, but also in London, 
New York, and Chicago, in order that 
the field of judges may be broadened. 
Entire categories of radio and tv com- 
mercials will be packaged and shipped 
to the various judging centers, with 
survivors returned for final judging 
in Hollywood. More than 2,000 en- 
tries have already been received. 
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Creativity in Remotes 


Creative and technical innovations in camera technique have enabled 
a medium-market station, WREX-TV Rockford, Ill., to cover a wide variety 
of remote events on a modest production budget. 

By surmounting a lack of elaborate, network-type equipment the station 
has covered, via remote telecast, golf tournaments, parades, fairs and 
such religious ceremonies as the ordination of priests, the mass confirma- 
tion of 1,100 adults and a midnight mass. 

For most church ceremonies WREX-TV conceals a live camera to the 
right of the altar. The station builds a special drapery area so that only 
the lens protrudes, and then erects another dummy drapery opposite it in 
the interest of symmetry. 


The mass confirmation presented unusual problems, the crux of which 
was that the station had to cover five altars with three cameras. Also on 
camera were to be two choirs and a narrator, and six bishops. All of the 
shots were effectively handled by strategic camera placement and lens 
selection. 





A 


In televising a Memorial Day parade wreEx-Tv tried to achieve both 





intimacy and scope. It wanted to get height and distance as well as 
flexibility, while working with a limited number of cameras. General 
manager Joe Baisch came up with the idea of using a “cherry picker” 

a truck-mounted, hydraulically-operated bucket lift. It was large enough 
to hold a camera and operator, could coast and stop smoothly, and had a 
height of 50 feet and an extension of 34 feet. 

The device proved so satisfactory that the station used it for a live 
telecast of the annual Cosmopolitan Women’s Golf Tournament. Placed 
near the 18th green and equipped with a Zoomar lens, the cherry-picker- 
mounted camera was able to cover the last tee and green, plus clubhouse 
ceremonies, and provided a panoramic view of Northern Illinois and 
Southern Wisconsin. 

“Remotes perform a valuable community service,” said Mr. Baisch, 
“and the fact that, in the more-than-15 major remotes we have done, 
nobody has ever complained that we left out anything crucial to the pro- 
gram indicates we’re on the right track.” 
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PEOPLE IN PLACES ... 


James W. Ramey has been ap- 
pointed president of On Film, Inc. 
Formerly an associate dean at Pratt 
Institute in Brooklyn, Mr. Ramey 
succeeds Robert Bell, who founded 
the company and has been its presi- 
dent for the past twelve years. Mr. 
Bell becomes chairman of the board 
and creative director. 

Three divisional sales managers 
have been appointed at TeleSynd, a 
division of Wrather Corp. They are 
Ben Colman, eastern sales manager; 
Larry Stewart, south-eastern sales 
manager; and Milton Westerman, 
mid-western sales manager. The new 
sales managers will be selling The 
Lone Ranger to local tv stations. 

Jacques Liebenguth has been ap- 
pointed sales manager for Storer 
Programs, Inc. He will be responsible 
for supervision of the regional sales 
offices in New York, Chicago, Atlanta, 
and Los Angeles. 

The BBC has announced that Eric 
Maschwitz, head of BBC TV Light 
Entertainment Dep’t. since 1958, has 
been appointed advisor on entertain- 
ment programmes to Stuart Hood, 
controller of programmes, BBC TV. 
Mr. Maschwitz has written or col- 
laborated on many plays, musicals 
and songs. He wrote These Foolish 
Things and A Nightingale Sang in 
Berkeley Square, among many other 
hit songs, and did film scenarios for 
such plays as Goodbye Mr. Chips. 

Sylvia Jarvis has been named east- 
ern sales manager of Motion Picture 
Enterprises, according to Herbert R. 
Pilzer, president. 

Robert A. Cinader, former produc- 
tion head for California National 
Productions, and for a brief time an 


executive with Hal Roach Studios, 
has been appointed vice-president and 
general manager of Red Skelton 
Enterprises. Simultaneously, Rupert 
Goodspeed was promoted to the post 
of manager of the studios. 

Peter Kortner, one-time Playhouse 
90 director-producer, has been signed 
as a producer by Screen Gems, re- 
placing Joseph Naar, who has left the 
company to set up his own Narco 
Productions. 


PARAMOUNT PROFITS 

Paramount Pictures Corp. reports 
estimated consolidated earnings for 
the first nine months of 1961 at $5,- 
310,000, or $3.15 a share, plus 
special capital gains of $980,000, 
amounting to $.58 per share, making 
a total income of $6,290,000, or 
$3.73 a share, based upon 1,686,956 
shares outstanding at Sept. 30. 

Comparative total income for the 
same period in 1960 was $6,137,000, 
or $3.67 per share on 1,673,231 
shares then outstanding. 

In the third quarter of 1961, con- 
solidated earnings are estimated at 
$890,000, or $.53 per share, plus 
special capital gains of $558,000, 
amounting to $.33 per share, making 
a total income of $1,448,000, or $.86 
per share. 

Comparative total income for the 
same period in 1960 was $2,405,000., 
or $1.44 per share. 


‘JAZZ FOR SALE’ 

Jazz for Sale, a half-hour series 
starring jazz notables, is being pro- 
duced on tape at MGM Telestudios 
by Seven One Seven Productions, 
an independent producing company 


headed by James Lichtman. 
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Mr. Lichtman, producer and direc- 
tor, will offer the series either to 
regional sponsors in the U. S., or 
overseas in markets where the inter- 
est in authentic jazz, especially Amer- 
ican, is especially strong. 

The first show in the series stars 
Charlie Shavers on trumpet; Mundel 
Lowe, guitar; Jerry Jerome, clarinet; 
Bill Myers, trombone; Al Cohen, 


tenor sax; Hank Jones, piano. 


Tv Commercials 


ANSEL FILM STUDIOS, INC. 
Completed: Alcoa (aluminum), F&S&R; 
Scott Paper (Soft-Weve), JWT; Seven-up 
(7-up), JWT; Liggett & Myers (Chester- 
field), JWT; Ben Mont Paper Co. (Ben 
Mont paper), MacManus, John & Adams; 
Pepsi-Cola International (Pepsi-Cola), di- 
rect; Dow Chemical (Dowgard), Mac- 
Manus, John & Adams; Hoffman-La Roche 
(Zestabs), KHCC&A. 

In production: Liggett & Myers (L&M, 
Chesterfield), JWT; Good Humor (Good 
Humor ice cream), MacManus, John & 
Adams; Scott Paper (Soft-Weve), JWT; 
Lipton (Lipton soup), Y&R; Pepsi-Cola 
International (Pepsi-Cola), direct. 


BANDELIER FILMS, INC. 
Completed: Holloway & Co. (Slo-Pokes, 
Hi-Noons, Milk Duds), EWR&R. 
In production: Holloway & Co. 
Cow, Hi-Noons), EWR&R. 


VIOLA S. BECKER 
PRODUCTIONS 

Completed: Citizens Party of N.Y.C. (polli- 
tical campaign film), direct. 


D. & R. PRODUCTIONS 
Completed: Gulf Oil (air spray), EWR&R; 
H. P. Hood & Sons (ice cream), K&E; 
Alcoa (aluminum trees, aluminum wrap, 
pouches), KM&G; General Electric (ap 
pliances), Maxon; wor-tv New York 
(Station ID), Knox Reeves. 

In production: General Electric (appli- 
ances), Maxon; Mercury Div. Ford Motor 
(Monterey automobiles), K&E 


FILM FAIR 

Completed: Campbell Soup Co. (beans & 
franks), NL&B; Malt-O-Meal (Malt-O- 
Meal), C-M; Mfrs. Nat'l Bank (bank 
service), W. B. Doner; Northwestern Mu- 
tual (insurance), MMH&H; Common- 
wealth Edison (electric appliances), Leo 
Burnett; Matson Navigation (ocean trav- 
el), F&S&R; Max Factor (lipstick & nail 
polish), Carson/Roberts; Best Foods 
(Skippy peanut butter), GB&B; Gold Seal 
(Mr. Bubble), C-M; McCulloch (chain 
saws), F&S&R; Bank of America (Bank- 
americard), J&L; Procter & Gamble (Jif 
peanut spread), Gardner; Mattel (toys), 
Carson/Roberts. 

In production: Kellogg Co. (breakfast 
foods), Burnett; Armour Co.-Grocery Div. 
(Chiffon), FC&B; Standard Oil (gaso- 
line), D’Arcy; Kraft Food (Kraft Treets), 
FC&B; Miles Laboratories (Alka-Seltzer), 
Wade; Star-Kist Foods (tuna), Burnett; 
Fairfield Laboratories (professional as- 
pirin), F&S&R; Raytheon (Missile Test 
Center), F&S&R. 


FREBERG LTD. 
Completed: General 
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D-F-S; Chun King Corp. (Chun King 
chow mein), BBDO; Block Drug (Nytol), 
SSC&B; TV Guide (TV Guide magazine), 
direct; Salada-Shirriff-Horsey, Ltd. (Salada 
tea), Ronalds-Reynolds. 


GRAY & O’REILLY 

In production: Scripto (pens), McCann- 
Marschalk; Texaco (gasoline), C&W; Mel- 
nor Industries (lawn sprinklers), Smith/ 
Greenland; American Cyanamid (oreo- 
mycin crumbles), C&W; American Home 
Products (Chef Boy-ar-dee), Y&R. 


KEITZ & HERNDON 

Completed: Commerce Trust Co. (banking 
facilities), Valentine-Radford; Burks-Walk- 
er-Tippet (funeral arrangements), Wm. 
Finn. 

In production: Humble Oil (gasoline), 
M-E; Dr. Pepper (soft drink), Grant; 
Dean’s Milk (milk), Clinton E. Frank; 
Cain’s Coffee (coffee), Lowe Runkle; 
Kitty Clover Potato Chips (potato chips), 
Allen & Reynolds; National Cotton Coun- 
cil (cotton & cotton products), direct; 
TexaSweet (grapefruits), Glenn. 


PAUL KIM-LEW GIFFORD 
Completed: Warner-Lambert (Fizzies), 
Lambert & Feasley; General Mills (Trix), 
D-F-S; Post Div., General Foods (Alpha 
Bits), B&B; Brillo Mfg. Co. (Paddy), 
JWT; Ford Motor (Comet), K&E; Ford 
Motor (Galaxie, Fairlane), JWT; Sandura 
Corp. (Sandran), Hicks & Greist; Ameri- 
can Motors (Rambler), GMM&B. 

In production; NASA (Project Mercury), 
direct; Lever Bros. (Sunlight cleanser, 
Surf), BBDO; American Machine & 
Foundry (pinspotters), C&W; Ranier 
Brewing Co. (beer), DDB; Scott Paper 
Co. (Scotties), JWT. 


FRED NILES PRODUCTIONS 
Completed: Meadow Gold Div., Beatrice 
Foods (dairy products) HRM&S; Bruns- 
wick (bowling equipment), M-E; Ovaltine 
Foods (Ovaltine), Tatham-Laird; Procter 
& Gamble (American Family detergent), 
Tatham-Laird; Lipton Tea Co. (Wishbone 
dressing), Edward H. Weiss; Staley Prod- 
ucts (Sta-Puf), EWR&R; Montgomery 
Ward (various), direct; General Mills 
(Betty Crocker potatoes), Knox Reeves. 
In production: National Brewing Co. (Na- 
tional Bohemian beer), W. B. Doner; 
Merita Baking Co. (Merita bread), Sande- 
Greene; Montgomery Ward (toys), direct; 
Frey Packing Co. (Frey meats), Fessel, 
Siegfreidt, Dooley & Mohler. 


RAY PATIN PRODUCTIONS 
Completed: Rexall Drug Co. (one-cent 
sale), BBDO; Kitchens of Sara Lee 
(cake), HRM&S; Sawyer’s Inc. (View- 
master), Richard G. Montgomery. 

In production: Nabob (coffee & tea), 
James Lovick; Jack’s Cookie Co. (cook- 
ies), D’Arcy; Portland Federal Savings 








Create the RIGHT mood every time 
for your video tape recordings 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full 30 hours of 
production music for titles, bridges, 
backgrounds. 


WRITE FOR FREE CATALOGUE 
AND UNLIMITED USE RATES 


THOMAS J. VALENTINO, INC. 


150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 








Want facts to prove 


TELEVISION BRINGS CUSTOMERS? 



































Then what you need is a set of the TELEVISION ace Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 
advertisers. Each product group includes from a dozen to 75 detailed descriptions of the 
| television campaigns and the successful results obtained by advertisers in that category. 
| Product group stories available in reprint form are listed on the order blank below. 








Reader’s Service 


Television Age 1270 Sixth Avenue, New York 20, N. Y. 


Please send me reprints (25¢ each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 





No. Number of copies No. Number of copies 
33. Auto Dealers 45. Home Building & Real Estate 

44. Bakeries 21. Insurance Companies —- 
42. Banks & Savings Institutions 8. Jewelry Stores & Manufacturers —— 
26. Beer & Ale 23. Men’s Clothing Stores — 
36. Candy & Confectionery Stores 29. Moving & Storage — 
22. Coffee Distributors 38. Newspapers & Magazines —_— 


31. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 

41. Dairies & Dairy Products 

27. Dept. Stores (Ed. of a Giant) 


9. Nurseries, Seed & Feed — 
35. Pet Food & Pet Shops — 
40. Pre-fab Housing — 
28. Restaurants & Cafeterias aa 


14. Drugs & Remedies 16. Shoe Stores & Manufacturers —— 
pg a ase a ‘ 11. Soft Drink Distributors -— 

. Dry Cleaners & Laundries 13. Sporting Goods & T. ee 
18. Electric Power Companies : _ 


20. Telephone Companies a 
48. Television & Radio Receivers -—— 
39. Theatres — 
37. Tires & Auto Accessories — 
12. Travel, Hotels & Resorts — 
32. Weight Control — 
34. Women’s Specialty Shops a 


25. Electrical Appliances 

17. Farm Implements & Machinery 
46. Furniture & Home Furnishings 
19. Gas Companies 

41. Gasoline & Oil 

50. Groceries & Supermarkets 

10. Hardware & Building Supplies 


PETEETT TEEPE 














Name Position 
Company 

Address 

City Zone State 


(CO I enclose payment 


1. Please enter my subscription for TELEVISION ACE, for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 
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(banking), Richard G. Montgomery. 
PECKHAM PRODUCTIONS 


Completed: Stuart Manufacturing (science 
sets), Ted Menderson; Ideal Toy (Kissy 
Doll, Miss Ideal, Electric Food Center), 
Grey; Modular Fabrications (Poly Rods), 
Crestwood; American Transistor Toy (Billy 
the Bounce), Crestwood; Mel Weiss Enter- 
prises (home golf), Crestwood; Westing- 
house Corp. (wall-tv), Grey; Pressman 


Advertising Directory | 


of TV SERVICES 


FILM EQUIPMENT 








CAMERA EQUIPMENT CO., ING. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
oe . . « film editing equip- 


ent . . processing equipment. 
RENTALS — SALES — SERVICE 








$.0.S. PHOTO-CINE-OPTICS, INC. 

formerly $.0.S. CINEMA SUPPLY CORP. 
New York City: 602 West 52nd Street, Plaza 7-0440. 
Hollywood, Calif.: 6331 Hollywood Bivd., Ho 7-2124. 
SALES e LEASING e SERVICE 
The world's largest source for film production 
equipment: Animation, Producing, Lighting, 
cree Editing, Recording, Projection, 
etc. 











LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 











SOUND STUDIOS 








PATHE’S FABULOUS STUDIO 7A, for the BIG 
SOUND in Scoring Music to everything from 
10 sec. SPOTS to FEATURE FILMS. One 
Musician or 100. 16 and 35mm projection. 
PATHE SOUND SERVICES, INC. 


105 E. 106th St., New York 29, N. Y. 
EN 9-4040, TR 6-1120 











FILM STRIP LABS 








MANHATTAN 
COLOR LABORATORIES, INC. 
SERVING THE PRODUCER 
with 
FILM STRIPS and SLIDES 
CALL TR 3-1919 
210 West 65th St. New York 23, N. Y. 











| ties (gas installation), 





Toy Corp. (Mastermind), Crestwood. 

In production: Pressman Toy Corp. 
(Look’N’ Laff, Counting Jump Rope, Roger 
Maris action baseball), Crestwood; Kin- 
ney Shoe Corp. (Kinney Christmas), Frank 
B. Sawdon; Harvell-Kilgore Corp. (Harvell 
Grille-Tray), Frank B. Sawdon. 


SOUNDAC PRODUCTIONS, 
INC. 


Completed: Century 21 (World’s Fair), di- 
rect; Shell Oil (gasoline), Publicidad 
Badillo; wckr Miami, Fla. (station pro- 
motion), direct; WLBW-TV Miami, Fla. 
(news openings), direct. 

In production: Appalachian Power Co. 
(electric clothes dryer), Houck & Co.; 
Rural Electric Cooperatives (electric com- 
pany), direct; H & C Coffee (coffee), 
Houck & Co.; wsoc-tv Charlotte, N. C 
(news openings), direct; Kcr¢-tTv Cedar 
Rapids, Ia, (news package), direct. 


TELEVISION BROADCASTING 
SERVICE, INC. 


Completed: Otis Elevator Co. (elevator), 
direct; Yonkers Chamber of Commerce 
(city promotional), direct; New York 
State Thruway (Interchange #1 New 
York, #2 Yonkers), direct. 

In production: Rockland & Orange Utili- 
direct; St. Regis 
(research), direct; Orangeburg 
Mfg. Co. (industry), direct; Wilcox & 
Gibbs (sewing), direct; Dexter Press 
(color cards), direct; Consolidated Stamp 
Mfg. Co. (rubber stamps), direct; Na- 
tional Sure-Fit Quilt (quilts), direct; New 
York Telephone Co. (telephone lines), di- 
rect; Rockland County Board (county 
project), direct; Westchester County Board 
(county project), direct; Avon Cosmetics 
(industry), direct; Lederle Lab. Div., 
Cyanamid (research), direct. 


TV SPOTS, INC., DIV. OF 
CRESTON STUDIOS 
Completed: Quaker Oats 
JWT; Lever Bros. (Pepsodent), 


In production: Stroh Brewery 


Paper Co. 


Am. 


(Life cereal), 
FC&B. 
(Stroh’s 


beer), Zimmer, Keller, Calvert. 

UPA PICTURES, INC. 

Completed: General Electric (GE light 
bulbs), BBDO; Reynolds Tobacco (Win- 
ston), Esty; General Motors (Oldsmobile), 
D. P. Brother. 

In production: General Electric (GE 


bulbs), 


BBDO._ 


VIDEOTAPE PRODS. OF 
NEW YORK, INC. 


Completed: Universal Appliances (vari- 
ous), Parkson; Pharmaceuticals, Inc. (Ger- 
itol, Lectric Shave), Parkson; Heublein 
(A-1 steak sauce, Maypo cereal), FRC&H; 
New York Herald Tribune (newspaper), 
Papert, Koenig, Lois. 


WGN SYNDICATION SALES 


Completed: Nationwide Carpeting Contrac- 
tors (carpeting), Terry, Gray, Schwartz & 
Harris. 

In production: Brunswick oe Equip- 
ment (bowling equipment), 


WYLDE FILMS, INC. 


Pillsbury (Dexol), McCann- 
Westinghouse (Westinghouse 

Schlitz Brewing (Schlitz 
beer), Leo Burnett; Maytag (Maytag 
washers), Leo Burnett; Standard Brands 
(Fleischmann’s margarine, Siesta coffee), 
Ted Bates; Pittsburgh Plate Glass 
(P.P.G.), Maxon; American Red Cross 
(American Red Cross), JWT; Coca-Cola 
Bottling Co. (Sprite), McCann-Marschalk. 
In production: Pepsi Cola Co. (Teem), 
BBDO; Elgin National Watch Co. (Elgin 
watches), McCann-Marschalk; Pillsbury 
(Mighty Mix), McCann-Marschalk; Coca- 
Cola Bottling Co. (Veep), Wm. Esty; Na- 


Completed: 
Marschalk ; 
logo), M-E; 


tional Biscuit Co. (Nabisco dog-food), 
K&E; Carling Brewing (Carling’s beer), 


Lang Fischer & Stashower; Sterling Brew- 


ing (Sterling beer), Compton; Squibb 
(Vigran), Donahue & Coe; Colgate (Fab), 


Ted Bates; American Chicle (Rollaids), 
Ted Bates; Rich’s Dept. Stores (Rich’s 
dept. stores), Liller, Neal, Battle & Lind- 


Shulton (Old Spice), Wesley Assoc. 


say; 





6314 SANTA MONICA BOULEVARD 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE HOLLYWOOD 3.3350 




















































what’s Al Stahl’s line? 


---animation 


SEND FOR 

AL STAHL'S FREE 

TV TIMETABLE- 

HANDY FILM COMPUTOR 





MEL HARRIS 





I ANIMATED PRODUCTIONS, INC. 


1600 Broadway, New York 19, COlumbus 5-2942 
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JERROLD EXPANSION. Jerrold 
Electronics Corp. has had a rapid ex- 
pansion in the last year and the man- 
agement is taking the position that 
even greater growth lies ahead. For 
the fiscal year ended February, 1962 
the company’s sales are expected to 
hit $17 million, up from the $11.9 
million of the previous year. Profits 
from operations for the 1962 fiscal 
year should increase markedly from 
the 13-cents-per-share of last year, 
although there’s little likelihood of 
any non-recurring profit comparable 
to the $1.51 per share which repre- 
sented the income from the sale for 
$5 million of nine company-owned 
community antenna systems. 

While Jerrold established its repu- 
tation as a leader in the development 
of community antenna systems, it has 
been rapidly pushing ahead as a 
broadly diversified electronics com- 
pany. It is that category the manage- 
ment is now anticipating its growth 
in the next few years. In the 1963 
fiscal year, it’s estimated the com- 
pany volume could hit $24 million. 
A large segment of the anticipated 
growth is expected to come from its 
venture into data processing systems. 
This, in turn, is an outgrowth of its 
merger early in 1961 with Harman- 
Kardon, Inc., a leading manufacturer 
of hi-fi instruments and components 
for data processing systems. 


CONTINUED GROWTH. As for its 
original field of community antenna 
systems, Jerrold still anticipates con- 
tinued growth in the field. A threat 
might be the further introduction 
of uhf stations. But though permis- 
sion to build uhf stations has been 
granted, there’s been no great inter- 
est shown. Also, there is more inter- 
est in subscription tv. There are now 
an estimated 1,000 CATV systems in 
operation and there’s strong evidence 
that by 1970 the number may be 
doubled. 

The Harman-Kardon division is 
one of the leaders in the field of 
stereophonic equipment, accounting 
for an estimated 20 per cent of the 


Wall Street Report 





industry’s overall volume. The move 
to authorize stereophonic broadcast- 
ing by the FCC which permits use of 
FM multiplexing equipment adds a 
new market for the company’s equip- 
ment. 

The do-it-yourself hi-fi field is an- 
other line that is expected to increase 
the company’s volume. In 1962 this 
product line accounted for approxi- 
mately 30 per cent of the H-K vol- 
ume. Its other divisions are similarly 
in promising fields. The data systems 
divisior: was formed to permit the 
company’s entrance. into the field of 
data processing and instrumentation. 
It also has produced products for use 
in the Polaris training program, and 
is generally active in designing new 
instruments in the field of computer 
equipment. Its public-address divi- 
sion is planning to exploit the grow- 
ing demand for public address am- 
plifiers. 


SHARE DISTRIBUTION. There are 
1.9 million shares of Jerrold com- 
mon outstanding with a total of 3.5 
million authorized. Obviously the 
other 1.6 million shares are available 
for merger or acquisition moves. 
Meanwhile the stock has ranged in 
the $6 to $9 area in 1961. There are 
also outstanding $538,000 worth of 
6% per cent convertible debentures 
representing the debentures of H-K 
assumed by Jerrold when the com- 
pooled their These 


panies assets. 


rere FY 


VS * 
et 


wx 


debentures are convertible into com- 
mon at $12.68 per share until De- 
cember 31, 1961, and then at varying 
increasing conversion rates there- 
after. Sinking fund payments on these 
debentures are required starting in 
August, 1961, and the amounts shall 
be not less than 5 per cent or more 
than 10 per cent of H-K’s net income 
for the preceding fiscal year. 

Also, there are 55,250 shares of 
Jerrold common reserve for issue un- 
der an employee stock purchase plan. 
The options range in price from $2 
to $8.38, and some were exercised 
during the 1961 fiscal year so that, 
at the start of the 1962 fiscal year, 
there were 38,350 shares outstanding. 








WASHINGTON, D. C. 
Jomes W. Blackburn 
Jeck V. Harvey 

Joseph M. Sitrick 
Washington Building 
STerling 3-4341 


MIDWEST 

H. W. Cassill 

Williom B. Ryan 

333 N. Michigon Ave. 
Chicago, Iliinois 
Finenciel 6-6460 





FINANCING AVAILABLE 


We are providing an increasing volume of 
financing for radio and television properties. 
Inquiries are held in the strictest confidence. 


BLACKBURN & Company, Inc. 


RADIO * TV * NEWSPAPER BROKERS 
NEGOTIATIONS « FINANCING * APPRAISALS 


ATLANTA 


Clifford 8. Marshall 
Stonley Whitoker 
Robert M. Boird 
Heoley Building 
JAckson 5-1576 


WEST COAST 


Colin M. Selph 
Colif. Bonk Bidg. 
9441 Wilshire Blvd. 
Beverly Hills, Colif. 
CRestview 4-2770 
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Verdict 


sharply from introducing a great 
many new programs each season, 
appears to be attempting to reach 
Dr. McPhee’s stated goal of only 
20 new shows by presenting fewer 
programs of greater length. While 
this is not what the researcher had 
in mind, it does permit the industry 
to spread its creative strength fur- 
ther. 

Thus, should only 17 of 35 new 
entries this winter be dropped by 
next season, 
could be pointed to in contrast to 
last year’s elimination of more than 
20 programs. It should be noted in 
conclusion that a number of “new” 
shows this season were not included 
in the tabulations for various reasons 
—Walt Disney’s World of Color was 
looked upon as an old show (ABC’s 


Disneyland series) 


(Continued from page 43) 


some improvement 


in new guise, 
Bullwinkle was not in a prime-time 
period covered by ARB, a half-hour 
program in hour-long format was 
not considered “new,” and so on. 
Similar deletions were made in the 
1960 season computations, however, 
and bias is not believed to have re- 
sulted. 





Wave (Continued from page 45) 
whole idea. 
Playboy’s_ television “panel”— 


David Susskind, Rod Serling, Gil- 
bert Seldes, Stan Freberg, John 
Frankenheimer, Mark Goodson and 
John Crosby—has provided some of 
the most informative commentary 
(if not about the tv industry, about 
the panelists) to come along in re- 
cent months. 

Playboy also gives us “A Nude 
View of TV” as a cover-line, and 
this, within, turns out to be “Nude 
Twists for Tired TV” (otherwise de- 
scribed as “TV titulation”) in the 
form of unclad dames photoed by 
Jerry Yulsman emerging from the 
bathsuds before the Person to Per- 
son camera, or engaged in other 
hilarious and original conceits. 

Time magazine, in its review of 
the new season, finds that the two 
other networks have followed the 
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“stupendous mediocrity” of ABC- 
TV into lower standards. “From pre- 
cooked oatmeal to pre-cast bullets, 
everyone is importing packaged pap 
from Hollywood by the case. But 
above all, the 1961-62 
season may go down in history as 
the year that canned laughter makes 
its greatest comeback. . . .” Earlier 
this year, Time found that this is 
“The Year of the Chimpanzee,” an 
allusion to ABC’s The Hathaways. 


“The season’s early form,” says 
Time, “leaves the impression that 


television 


there is only one reason for anyone 
to turn on his tv set this fall: be- 
cause it’s there.” 


Full Take-out 


Newsweek, in the tradition where- 
by a magazine reaches readers by 
personalities 
knocking the medium as much as 
possible on the side, gives us a full 
take-out on a day in the lives of 
Huntley and Brinkley. One eats 
chocolate for breakfast, the other has 


trading on tv while 


a knockout strawberry-blond secre- 
tary; one has a sports-car, the other 
runs to work—something like that: 
impossible trivia that one would have 
to look hard indeed to find on the tv 
screen. 

The women’s and so-called “shel- 
ter” magazines are also feasting on 
the news glamour men. 


Ever-acute New Yorker leads a 


flanking cartoon movement with 
scribe-lines such as (mordant house- 
wife to harried husband): “Well, if 
you don’t want to sing along with 
Mitch, what do you want to do?” 
and (some classical Greeks on the 
stone seats of an amphitheatre) : 
“Aeschylus is all right, but person- 
ally I go to the theatre to be enter- 


tained.” 


Show Magazine has a three-part 
series wherein Martin Mayer dissects 
the network kingpins. Ollie Treyz 
was first; Bob Kintner at NBC de- 
ferred to CBS for the second show- 
ing. Show’s keen Warren Miller also 
has open season with “Television: 
The Sistine Chapel Every Tuesday,” 
wherein he takes a hard look back 
to the so-called: golden era of tv and 
questions the dialogistics of writers 


such as Chayefsky and Serling. 

In probably the most witty tv 
critique of the season, Mr. Miller 
cites Serling’s Patterns as an aes- 
thetic failure in the sense that human 
speech is replaced with stage direc- 
tions: “Something happens to Andy 
at this one moment. I have to de- 
scribe it this way: His guts cave in. 
His pride . . . oozes out in a flood- 
tide. His manliness collapses.” 

(It is, says Mr. Miller, as though 
the author of Hamlet had inserted 
the following directions: “I have to 
describe it this way: Hamlet is sud- 
denly stricken with indecision. . . . 
The director should find some means 
of showing that conscience is mak- 
ing Hamlet cowardly.”) 

SBI, or as it was formerly known, 
Show Business Illustrated, has been 
among the bravest of the critics of 
tv today. Since the inaugural issue, 
where Drew Pearson “exposed” the 
communications lobby in Congress, 
hardly an issue goes by without an 
article along the lines of Paradise 
Mislaid by Alexander King, The 
Madison Avenue Keep-away, by 
Elaine Kendall, The Paar Phenome- 
non by Roger Kahn, on The Sacred 
Cows of Tv, by William K. Zinsser. 


A Vast Quagmire 
In Paradise Mislaid, Mr. King 


holds that sponsor control of tv is 
the reason “why its eventual extri- 
cation from a quagmire of medi- 
ocrity is really beyond hope... . 
“Ty judges its total accomplish- 
ments by blind numerical ratings 
which are based on all the incom- 
the feeble- 


minded in the country: people who 


petents, the infantile, 
couldn’t—or wouldn’t even make it 
to the movie box office. When TV 
Hollywood 


arrived, simply joined 


what it couldn’t lick. . . .” 

Mr. King—well-known as a major 
television “success story” himself— 
describes the overload of sponsor- 
free “love” on tv as a “gooey torrent 
of emotional molasses,” and sees no 
way in which the promise of tv can 
possibly be found again. His is the 
most pessimistic of the preachments. 

In the second installment of SBI’s 


(Continued on page 75) 
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TELEVISION AGE 


ae new name in spot tv an- 


nouncements—A spergum—joins 
the hundreds of others who accounted 
for some $46,796,000 spent by the 
drug industry last year in_ that 
medium. 

Aspergum, an ethical drug manu- 
factured by the White Laboratories, 
Inc., of Kenilworth, N. J., hitherto 
advertised only in print media, will 
be introduced to four markets in 
January. According to Howard Watts 
of Brown & Crane, Inc., agency han- 
dling the campaign, the four-market 
test will run for an indefinite period. 

“Although it is a colds-season prod- 
uct primarily,” he said, “Aspergum 
(which combines the best medicinal 
effects of chewing and aspirin) has 
application throughout the year. 
Hence, we have no definite plans as to 
a cut-off date for the campaign.” 

Mr. Watts also noted that the cam- 
paign marked the first large scale in- 
troduction of Aspergum to the public 
in television. 

Until the spot test was conceived, 
Aspergum was advertised only in pro- 
fessional, trade and consumer jour- 
nals, Journal of the American Medical 
Association, American Druggist, To- 
day’s Health and others. Print adver- 


December 11, 1961 


a review of 
current activity 
in national. 
spot tv 


tising is handled by Shaller-Rubin 
Co., Inc. 


ee * * 


Two new market studies have been 
released by Avery-Knodel, Inc., in 
behalf of its nationally-represented 
stations in Knoxville, Tenn., and in 
the Lincoln-Grand Island, Neb., mar- 
kets. 

The first deals with the market 
covered by wsir-TV Knoxville and 
notes the market potential created by 
the $1.5 billion Oak Ridge nuclear 





Beryl Seidenberg, who recently 
joined Smith/Greenland Co. as 
media director, oversees activity on 
Red L foods and Melnor sprinklers, 


among others. 





REPORT 


installation, the TVA hydro-electric 
plants and dams and a complex of 
diversified industries ranging from 
furniture to men’s clothing and min- 
ing. Population is up 63 per cent, re- 
tail sales up 94 per cent and buying 
income up 107 per cent over 1950. 
The study notes that tv audiences may 
be reached ’round-the-clock because 
of the heavy industrialization in the 
area. 

The second report deals with the 
area covered by stations KGIN-T\ 
Grand Island and KOLN-tTv Lincoln, 
Neb. It points out the two stations 
combine to reach 888,200 persons 
with a buying income of $1.5 billion 
in an area in which retail sales 
totaled $1.1 billion last year. 


Among current and upcoming spot 
campaigns from advertisers and agen- 
cies across the country are the follow- 
ing: 


AMERICAN TOBACCO CO. 
(SSC&B, N.Y.) 


This company continued its pre-Christmas 
campaign on PALL MALL cigarettes 

by scheduling early and late evening 
minutes in at least seven markets. The 
campaign started late last month and 
runs through December. Buying contact 

is Mike Cambridge. 
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What they see on 











The way to sell your product is to 
make sure plenty of people see it! 
And more people see the products 
advertised on WJAC-TV than on 
any other station in the Johnstown- 
Altoona market. Take it from ARB 
and Nielsen . . . WJAC-TV delivers 
the audiences! 


But more important than size of 
audience, WJAC-TV also brings 
you a buying audience. Sales 
figures prove that WJAC-TV turns 
watchers into buyers. 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 
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BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N. Y.) 
Schedules for SAL HEPATICA which were 


placed early in September are currently 
expiring, with certain of the 50 original 
markets reported possibilities for 
extensions and added frequencies. 
Placements include minutes in non-prime 
and day hours. Bill Dollard is the 
timebuying contact. 


CHEMICAL CORP. OF 
AMERICA 


(Jay Mitchell Co., Tallahassee, Fla.) 


Although not reported here in several 
years, FREEWAX, an insecticidal floor 
wax, has a current campaign already 
underway, and continues until March 
with minutes in the product’s pre- 
dominantly southern market area. The 
contact is T. Spiegel. 


COLGATE-PALMOLIVE CO. 


(Ted Bates & Co., N.Y.) 


Pushing the sale of COLGATE 
FLUORIDE, a toothpaste with a decay- 
preventing additive, this company has 
scheduled a six-week introductory campaign 
of 20’s in prime time during the holidays. 
The campaign will continue until the 

New Year. At least 18 markets are 

covered. Ed Kobza and Florence Simon 

are the buying contacts. 


COLGATE-PALMOLIVE Co. 


(Norman, Craig & Kummel, Inc., 
N.Y.) 
To push sales of AJAX cleanser, this 


company is conducting a 52-week cam- 
paign starting early this month. Filmed 
minutes in day and late night slots are 
used. Buying contacts are Jane Podesta 
and Stan Yudin. 


When you buy 


KCTV, SAN ANGELO 


i San Angelo 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 


s~~ IMT 
© #2 ctv, san anctio OQ 
), HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 








At Hicks & Greist, Bob O’Connell 
works on schedules on the Endicott- 
Johnson, La Rosa food products and 


General Time _ accounts, among 


others. 


CONTINENTAL BRANDS, INC, 
(Product Services, Inc., N. Y.) 

For its new-formula clean-and-clear 
SIX-MONTHS floor wax, this company is 
scheduling a 13-week (or longer) spot 
campaign starting late next month in 100 
markets, Placements will include minutes, 
20’s and ID’s, day and night, with 15-20 
announcements in major markets per week. 
Ben Pettick is the timebuying contact. 


CORN PRODUCTS Co. 
(Donahue & Coe, Inc., N.Y.) 


Continuing an established—and apparently 
effective—policy, this company is 

planning a 13-week spot campaign for 
BOSCO, a milk amplifier, to start Jan. 7 
using kid show adjacencies. Last year 
BOSCO went into network via an 
alternate-week buy on CBS-TV’s Dennis 
the Menace but it continued to use filmed 
minute spots in certain markets. 

Stu Kaufman is the timebuyer. 


CORNING GLASS WORKS 

(N. W. Ayer & Son, Inc., Phila.) 
Once again this company turned to spot to 
intrigue Christmas shoppers. A one-week 
November campaign for CORNING WARE 
in 20 markets was renewed in New York, 
Chicago and Los Angeles, and continues 
until shortly before Santa comes. The 
buying contact is Arne Ramberg. 


FANNIE MAY CANDY CO. 
(Wade Advertising, Inc., Chicago) 


Capitalizing on the buying trend of the 
holiday season, this firm reportedly is 
using 20’s in prime time in several of its 
market areas. Timebuyer is Nancy Swiet. 


FISHER FLOURING MILLS 

(Pacific National Adv. Agency, 

Seattle) 

The new year begins a new spot campaign 
(Continued on page 66) 
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One Buyer’s Opinion . . . 


WHAT’S IN THE BOOK? 


A session at the Broadcasters Promotion Association meet in New York 
last month was devoted to instructing station promotion people on various 
methods of using rating books. Because a station knows how to sell with 
the rating-book figures is a good reason why the timebuyer should know 
plenty about those same figures. 

Most buyers, of course, use the rating books correctly, but there are 
always some who don’t get full value from them. For one thing, there is 


a lot more information now available inside those 40-or-so number- - 


covered pages than there used to be. Audience composition for all local 
markets is now an accepted fact, as are the breakdowns on average num- 
ber of homes reached per day-parts, counties surveyed, survey periods 
and the rest. 

Using the book, whether Nielsen’s or ARB’s or any other, is fairly 
simple—providing you don’t look for just the show that has the highest 
rating. 

Why not? Isn’t a 20 better than a 12 or a 6? 


The answer, of course, is not necessarily. It all depends on what you 
want to do with your commercials. 


Here’s an example from a current book on a top market. PM East is 
getting a 3 rating. But the Late Show is getting a 3 rating as well. Ob- 
viously both aren’t equal values—even if the stations’ rates for avail- 
abilities within the programs are identical. 

Looking one column further, we see that PM East is reaching 35,700 
homes. In many instances, two programs with the same rating can have 
wide discrepancies in the number of homes they reach, but in this market, 
Late Show is getting 35,600 homes. 

Ordinarily, you’d look into the program giving you the most homes, 
and that would be that. But let’s look a little further. 

PM East gives us 20,400 men and 40,800 women, plus a smattering of 
about 1,000 kids who shouldn’t be up that late anyway. Late Show gives 
us 25,400 men, the same number of women—25,400, give or take a few— 
and it’s got a thousand kid viewers, too. 

Let’s forget the youngsters and see what we've got. The client is a 
maker of liquid detergents, say. Who buys the product? Women, right? 
Who’s got more women? PM East. 

Or, the client makes cigars. Who buys cigars? Right. So let’s go with 
the show that has the most men, and in this case, it’s the Late Show. 

Sure, if it’s something like cigarettes or cough drops that’s being ad- 
vertised, you might go for the largest total audience, figuring both men 
and women buy it equally. If you’re on that kind of account, things can 
be simplified. But the details can’t be overlooked. 

Even a program with a lower rating, for example, can be a better buy 
for your client. Let’s take this same market: Father of the Bride has a 19 
and reaches 252,000 homes while 77 Sunset Strip has a 28 and reaches 
331,300 homes. But one-third of the Sunset Strip audience is children, 
according to the data. Father gives you 200,000 more women. 

Remember, too, not to rely on a single rating book. Go back a few 
months, grab a couple of books at random, and double-check the trends 
in the market. One survey period could have been fluked along the line; 
the poor information will be evident over a period of time. 











by 
Hugh Kibbey 


VERM j 
WFBM-TV 


“The Dotted Line” 


Every Christmas season | remem- 
ber with a chuckle what happened 
to my brother-in-law the first 
Christmas after he was married. 
He and his wife were giving their 
first Christmas dinner, and, since 
Pierce knew virtually nothing 
about how to carve a turkey, his 
new wife suggested that he learn 
from the diagram in her cook- 
book. Pierce studied the book. 
Came Christmas and the turkey 
was placed before him. He con- 
tinued to hesitate, and it became 
apparent that he didn't know how 
to proceed. His new wife encour 
aged him. “Come on, Pierce, 
carve it—you know how from the 
directions in the book.” “Sure | 
do,” he said, “but where are the 
dotted lines ?” 

And it's true. There's a lot of 
difference between theory and 
practice. There’s no substitute 
for actual experience. Here at 
WFBN-TV we have lots of expe- 
rience. In 1962 we'll observe our 
12th anniversary of television 
service to Central Indiana. We 
stand ready to let this experience 
and know-how serve you and 
your client in the nation's 13th 
market. 

And your KATZ man can 
readily show you what my 
brother-in-law found so 
elusive—The Dotted Line. 


Represented 
Nationally by 
The KATZ 
Agency 


CHANNEL 


WFBM $ v 


INDIANAPOLIS 
BASIC NBC-TV AFFILIATE 
A Service of TIME-LIFE Broadcast 
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ONE TV STATION 
(KMSO-TV) 
COVERS ALL OF 
WESTERN MONTANA 

SERVES 7 CITIES 


* MISSOULA 
* BUTTE 

* ANACONDA 
* DEER LODGE 
* HELENA 

* HAMILTON 
* KALISPELL 







60,100 
TV HOMES 


KMSO-TV 


NBC-ABC 


cBSs 


National Representatives 
THE BOLLING CO. 














WSUN-TV 
DELIVERS THE 
TOP 
PROGRAMMING 


OF 
UNDUPLICATED 
ABC 





TO 214,000* TV HOMES DAILY! 
IN THE NATION’S 31st MARKET!) 


Package this with the lowest cost 
per thousand and you get a DOMI- 
NANT BUY in a DOMINANT MARKET! 





*TV Mag., Jan ‘61 





TAMPA - ST. PETERSBURG 
CHANNEL 38 


Natl. Rep: VENARD, RINTOUL & McCONNELL 


S.E. Rep: JAMES S. AYERS 
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The new KTRK-TV studios in Houston were officially put on the air when seven- 
year-old Sherry Fisk, who was born on the same day that the station originally 
went on the air on November 20, 1954, pulled the switch. Participating in the 
dedicatory proceedings were (Il. to r.): Dwight Morrow, chairman of the board, 
John T, Jones, president of KTRK-TV, Oliver Treyz, president of ABC-TV and 
Willard E. Walbridge, executive vice president and general manager of the 
| Houston station. 


Spot (Continued from page 64) 


| for ZOOM, an instant-cooking whole 


wheat cereal. Now that the cold weather 
is back, this company is again buying 
daytime minutes in selected markets. 


| The schedule to begin Jan. 15. for six 
| weeks in its 18-state market area. 


Gertrude M. Nyman, media director, is 


| the timebuyer. 


| J. A. FOLGER & CO. 


(FRC&H, San Francisco) 


This instant coffee reportedly is coming 


| in again at the first of the year with a 


campaign probably similar to that of 
1961—20’s and ID’s for 8-13 weeks in a 
handful of west coast markets. The 
buying contact is Doris Williams. 


FOREMOST DAIRIES, INC. 
(BBDO, San Francisco) 


As a reminder that the Christmas holidays 
can be a temptation to weight-watchers, 
this west-coast dairy purchased two weeks 
of minutes and 20’s during December for 
FORTI-CAL, its “Meal in a Package”. 
The campaign is aimed toward several 
western markets. Marcelee Sanders is 

the timebuyer. 


FOREMOST DAIRIES, INC. 


(Guild, Bascom & Bonfigli, Inc., 
S.F.) 


Adding to its initial half-hour buys in 

six western markets noted here last issue, 
this company has also picked up five-, 
ten- and 15-minute program spots in 


| various western markets for 13 weeks 
| from a Jan. 1 start. Buying contact 


is Frances Austin. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


In mid-January this maker of consumer 
food products has scheduled a seven-week 
renewal of its spot tv campaign for 
LOG CABIN COUNTRY KITCHEN 
buttered syrup. The new drive consisting 
of prime 20’s and non-prime minutes, 

is directed at over 50 markets. Ann 
Jacknowitz is the timebuyer. 


GENERAL MILLS, INC. 
(Knox Reeves Adv., Minneapolis) 


This Company reportedly kicks off new 
schedules on WHEATIES shortly, with 
a 52-week campaign to begin Jan. 15 
in various markets. Phil Archer is the 
buying contact. 


GLENWOOD LABORATORIES, 
Div. Sterling Drug, Inc. 


(Dancer Fitzgerald Sample, Inc., 
N.Y.) 

Anticipating the need for both 
HALEY’S M-O and PHILLIPS milk 

of magnesia during the holidays, this 
company has scheduled day and night 
minutes for both products through the 
Christmas season. The campaign, which 
covers numerous top markets, runs for 
six weeks. Fred Dudak is the timebuyer. 


GROVE LABORATORIES, INC. 
(DCS&S, New York) 

Following up its recent promotion 

reported here for DEFENCIN, an arthritis- 
rheumatism pain reliever, this company 

has scheduled a 10-week minute spot 
campaign until mid-February. About 40 
markets are involved. Lou Bullock is 

the timebuyer. 
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Pee. 3 Soa es eS 
A programming departments 


and programming specialists 
may soon become more closely con- 
nected with media departments, par- 
ticularly in medium-sized agencies. 

This prediction comes from Bill 
sirkbeck, media supervisor at Cun- 
ningham & Walsh, who oversees the 
Andrew Jergens Co. account, among 
others. Mr. Birkbeck does not think 
there is justification for a complete, 
separate department for programming 
in medium and small agencies, and 
eventually even in the larger ones. 

“Programming specialists will be 
in the position of advisors to the 
media department,” he said. “Agen- 
cies won't be recommending whole 
programs, and clients will continue 
the trend toward participations—es- 
pecially with package goods, where 
identification with a program is less 
important than with institutional ad- 
vertising. 

“Advertisers will always use tele- 
vision no matter what programs are 
on,” continued Mr. Birkbeck, “and 
by the same token people will con- 


BILL BIRKBECK 





tinue to watch television no matter 
what’s on. Right now, though, it 
seems that television has reached a 
saturation point; it’s in the shaded 
area where something is bound to 
change within the next few years. 

“If prices continue to go up and 
audiences decrease, someone has to 
take the first step to revitalize tele- 
vision. The networks are afraid to 
make too many radical changes be- 
cause of what the advertisers might 
do, but it’s up to the big-budget ad- 
vertisers to set the pattern.” 

As his major client is predominant- 








Account Activity 


Procter & Gamble made the big 
account-switch news of recent weeks 
when it shifted Tide billings, which 
have run as high as $9 million a 
year, from Benton & Bowles to 
Advertising. Premium 
Duz, billing under $3 million, moves 


Compton 


from Compton to Grey Advertising. 
Both changes are effective next 


March 1. 


Nalley’s, Inc., Tacoma, Wash., 
named Beckman-Koblitz, Inc., Los 
Angeles, to continue handling ad- 
vertising for its recently acquired 
Fradelis Frozen Food Corp. account. 


The Oregon division of Safeway 
Stores, Inc., named Clenaghen & 
Mount Advertising to handle broad- 
cast advertising throughout Oregon 
and Southwest Washington. 


E. I. du Pont de Nemours & Co., 
Inc., switched about $800,000 worth 
of industrial, chemicals and _ pig- 
ments billings to Rumrill Co. from 
BBDO. About $200,000 in industrial 
and refinish products was assigned 


to N. W. Ayer & Son, from BBDO. 











GULF OIL Co. 
(Young & Rubicam, Inc., N.Y.) 


GULF has scheduled additional cam- 
paigns of 20's and 40’s in various markets 
to supplement earlier schedules. The 
placements run until February or slightly 
longer in prime time. John Warren 

is the buyer. 


INTERNATIONAL LATEX 
CORP. 
(Ted Bates & Co., Inc., N.Y.) 


This maker of foundation garments is 
following through its PLAYTEX girdle 
campaign of day and night filmed 
minutes in 30 markets with another 
campaign in selected markets from Dec. 5 
until the end of February. The current 
campaign, also day and night minutes, 
dovetails with network commitments. 
Greg Sullivan is the timebuyer. 


MATTEL, INC. 

(Carson, Roberts, Inc., L.A.) 
Following up its 13-week campaign which 
started in September, this toy manufac- 
turer is scheduling another 13-week 
campaign of filmed minutes in kid shows 
to take it through the post-Christmas 
buying season and on into the the New 
Year. Barbara Freeman is the timebuyer. 


MENTHOLATUM CO., INC. 
(J. Walter Thompson Co., N.Y.) 


The cold season is here and this company 
has scheduled a 13 week campaign of 


ly in daytime television, Mr. Birkbeck 
looks with favor on recent efforts to 
upgrade the quality of daytime pro- 
grams. The networks, he believes, are 
heading in the right direction with 
new concepts and with experiments 
such as the Purex specials. 

In local programming, with which 
the media supervisor comes in con- 
tact during spot campaigns, he be- 
lives that many stations are doing ex- 
ceptionally good jobs, especially in 
the field of public service. 

“Some station groups,” he said, 
“have their whole schedule of future 
programming mapped out and on 
hand at the reps. This makes spot 
planning easier.” 

Before coming to C&W two years 
ago, Mr. Birkbeck was at Compton 
Advertising for three years. He comes 
originally from London, England, 
where he did account work at Foote, 
Cone & Belding, but he has now set- 
tled in the United States “for an in- 
definite period of time.” A bachelor, 
Mr. Birkbeck lives on Manhattan’s 
east side and hopes someday to visit 
San Francisco. 


daytime minutes in several markets to 
meet it. MENTHOLATUM is not a 
heavy spot tv user, ordinarily. Buyer is 
Jeanne Tregre. 


NALLEY’S, INC. 
(Compton Advertising, Inc., Tacoma) 


Encompassing the six western states of 
California, Oregon, Washington, Idaho, 
Montana and Alaska, the company has 
launched a heavy spot campaign for its 
potato chips, dips, snacks and [XL 
products through the holiday season. 

A total of 22 markets is involved. Account 
executive Bud Paganucci is the contact. 


NORTHWESTERN BELL 
TELEPHONE CO. 
(BBDO, Minneapolis) 


Anticipating the rush of family-to-family 
calls, plus phone gifts for Christmas, 

this company scheduled minutes of 
moderate frequency from late November 
until the middle of this month. 

Warren Weikle is the timebuyer. 


NORWICH PHARMACAL CO, 
(Benton & Bowles, Inc., N. Y.) 


Another five-week campaign of filmed 
minutes and 20’s for PEPTO-BISMOL 
follows a similar campaign which began in 
late October. The new campaign begins 
early in January and is aimed at 150 
markets across the country. Bill Brett 

is the timebuyer. 
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NOXZEMA CHEMICAL CO. 
(SSC&B, N.Y.) 

This company is back again with spot 
announcements for COVER GIRL, a 
medicated cosmetic. Four weeks of 
minutes were scheduled from mid- 
November. Peter Holland is the 
timebuyer. 


NU-COLOR CORP. OF 
AMERICA 
(Product Services, Inc., N. Y.) 


An extensive spot tv campaign is being 
planned for FABSPRAY, a fabric 
color-restorer, early next year in 18 top 
markets. Taped minutes, 20’s and ID's 
will be used in prime evening time 

and during the day. A test campaign was 
conducted in the New York market 
area throughout October. Bob Wall 

is the timebuyer. 


PHARMACO, INC. 
(Tucker Wayne & Co., Atlanta) 


This pharmaceutical specialty company, 
makers of such well-known products as 
MEDIGUM, CHOOZ and FEEN-A-MINT, 
has now initiated a 13-week spot tv 
campaign for ARTRA, a skin tone cream. 
The campaign, which extends into March, 
consists of daytime minutes and prime 
time 20’s directed at selected markets. 
Ruth Trager is the buying contact. 


PIEL BROS. 
(Young & Rubicam, Inc., N. Y.) 


Spots featuring the new “huskier” flavor 
of PIELS beer are appearing in all the 


WTRF-TV  goann 





INCENTIVE PLAN! You work 
for peanuts until you prove 
your salt . . . then you get 
salted peanuts! 


wtrf-tv Wheeling 
MORNINGS would be great 


Vie?” if they weren't so early! 


wtrf-tv Wheeling 
VP BOB FERGUSON said it when one WTRF- 
TV salesman didn't show up for three days 
“Hope it's not a bad case of whiskey!" 


Wheeling wtrf-tv 
KAREN COED reports that when the prof 
asked Carol what current fad contributed to 
the higher education of man, she ventured 
“Short skirts?" 


wtrf-tv Wheeling 
CASTRO OILING! The only way he'll acquire 
polish is by drinking it. 


Wheeling wtrf-tv 
GRAPEWINE report from our 49th wineyard 
ad-vizard . 

He: “Lady, 1 "just flew in. Before | go into 
town, could you tell me if Hawaii is pro- 
nounced Ha-wah-ee or Ha-vah- ee?" 

She: “Why it's ha-vah-ee, of course." 

He: “Thank you very much." 

She: “You're velcome.' 


witrf-tv Wheeling 
VIGILANT VIXEN! She had to let the maid 
go ‘cause he wouldn't. 

Wheeling wtrf-tv 
VIE? SELL? Of course we do! We woo and 
sell the big and buying TV audience in the 
Wheeling-Steubenville ladustrial Ohio Valley. 
From Wheeling, WTRF-TV will give them a 
message for you . just ask our rep, George 
P. Hollingbery, he'll tell all and will be glad 
to arrange your next spot campaign. 


wirf-tv Wheeling 


CHANNEL Re WHEELING, 
SEVEN WEST VIRGINIA 
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Personals 


JACK GIEBEL, media buyer at Grey 
Advertising, moved to DCS&S as 
media supervisor in a series of ap- 
pointments at the latter agency. BOB 
SILBERBERG, formerly buyer on Zest 





MR, SILBERBERG 


at Benton & Bowles, joined DCS&S 
as assistant media supervisor. 

MARTIN DANIELS has resigned from 
J. Walter Thompson, where he was 
a timebuyer on the Pan American 
Airways, Blue Cross-Blue Shield 
and Mentholatum Co. accounts, to 
accept a post as broadcast media 
buyer at DSC&S. 

DAVID G, PHILLIPS, formerly at 
Benton & Bowles, Inc. has moved to 
the media department of DCS&S as 
an assistant buyer on as yet unas- 
signed accounts. 

MARVIN R. GLASSER has joined 
DCS&S as assistant buyer. Formerly 
at Cunningham & Walsh, Inc., he 
had not yet been assigned an ac- 
count at press time. 


JOHN B. COLLINS, formerly at B&B, 
joined Papert, Koenig, Lois, Inc. as 
media supervisor on Dutch Masters, 
Exquisite Form and other accounts. 
JOSEPH MCCARTHY also from B&B, 
will be media buyer on these ac- 
counts. 

BARRY ALLEY took over on Zest at 
B&B, with other internal moves see- 
ing TOM MCCABE raised from buyer 
on Texaco to assistant media direc- 
tor on General Foods. New buyer on 
Texaco is WALTER REICHEL, moved 
from placing for ASR, IBM and 
Mutual of New York. These ac- 
counts are now handled by MAL 
GORDON, formerly assistant buyer on 
Parliament. 

JOE SULLIVAN joined BBDO as 
media supervisor, overseeing activity 
on Air France and others. He was 
previously with MacManus, John & 
Adams as head of the commercial 
group. 
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Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 
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company’s markets (New York, 
Philadelphia, Lancaster-Harrisburg-Y ork, 
Binghamton, Syracuse, Albany, 
Schenectady, Hartford-New Haven) 
and will run for an indefinite period. 
Placements include filmed minutes and 
ID’s in all evening time. The current 
campaign began in mid-November. 

Don Proctor is the timebuyer. 


PROCTER & GAMBLE CO. 
(Honig, Cooper & Harrington, S.F.) 
The bleach-maker has reportedly set an 
extensive non-prime time minute campaign 
in selected major markets for 

CLOROX. The campaign which began 
late in November, is expected to continue 
until June 1962. Clarisse McCreary 

is the timebuying contact. 


PROCTER & GAMBLE CO. 
(Tatham-Laird, Chicago) 


Proctor and Gamble, in addition to recent 


placements for IVORY LIQUID and 


DOWNY fabric softener, was reported 
planning for a spot campaign to introduce 
HEAD AND SHOULDERS, a new 
dandruff control shampoo, early this 
month. Markets mentioned as probables 
are Pittsburgh, Seattle, Des Moines and 
the Quad Cities. Contact is Paul 
Schlesinger, senior supervisor on the 

P & G account. 


E. R. SQUIBB & SONS, Div. 
Olin Mathieson Chemical Corp. 
(Donahue & Coe., Inc., N.Y.) 


Taking advantage of the sales activity 
stirred by a 13-week campaign just ending, 
VIGRAN placed 13 more weeks 

of filmed day and night minutes and 
nighttime 30’s in 15 various markets. —_ 
The latest campaign adds Miami to the 
market list. Buying contacts are 

Harry Durando and Pete Dalton. 


TECHNICOLOR, INC. 
(Kenyon & Eckhardt, Inc., L.A.) 


As the result of a successful test cam- 
paign earlier this year, this Hollywood 
producer of motion picture equipment 





New Stations 

wecs-tv Montgomery, Ala., will 
begin operations on channel 32 as 
a primary afhliate of ABC-TV in 
early Jan. 1962. 

WLBw-tv Miami (channel 10) 
went on the air Nov. 20 as an ABC- 
TV affiliate. The station is owned 
and operated by L. B. Wilson, Inc., 
owners of wcky radio in Cincinnati. 
President and general manager is 
Charles H. Topmiller. 


Station Changes 

KONO-TV San Antonio, Tex., is re- 
placing its existing equipment with 
General Electric’s maximum power 
VHF high-channel transmitting sys- 
tem which combines a 35,000-watt 
amplifier with a 5,000-watt driver. 
The ABC-TV affiliate will also have 
a 1,500-foot tower and a three-sec- 
tion helical antenna. It is establish- 
ing a new transmitting site near 
Elmendorf, Tex. The old transmitter 
area will house a new 5,000-watt 
standby unit, with the old 500-foot 
tower retained for standby. 

wHEC-Tv Rochester, N. Y., which 
had previously shared channel 10 
with wvet-tv, became full time op- 
erators of this channel, effective 
Nov. 15. wveT-Tv went dark as of 
Nov. 14. 

WsLA Selma, Ala. has been added 
to ABC-TV as a bonus affiliate. Pro- 
grams carried by wsrc-tv Birming- 
ham will be simultaneously carried 





Buyers’ Check List 


by WSLA at no additional cost to ad- 
vertisers. 


New Representatives 

Kvos-Tv Bellingham, Wash., (Van- 
couver-Victoria, B. C.), has appoint- 
ed Peters, Griffin, Woodward, Inc., 
as its sales representative for all ad- 
vertising centers in the U. S. except 
New York. 

WBRE-TV Wilkes-Barre-Scranton, 
Pa., (channel 28) has named the 
Katz Agency as its national sales 
representative, effective Jan. 1. 

weca-tv Columbia, S.C. has ap- 
pointed Weed Television Corp. as 
its national sales representative, 
effective immediately. 

wccs-tv Montgomery, Ala. has 
appointed Weed Television Corp. as 
its national sales representative, 
effective with the station sign-on 
date, expected before Jan. 1. 

wksw-Tv Buffalo has named Blair 
TV as its national sales representa- 
tive, effective immediately. 


Rate Increases 

ABC: 

wBF-Tv Augusta, Ga. (secondary 
affiliate) from $475 to $600, effec- 
tive Dec. 1. 
CBS: 

KopDE-Tv Joplin, Mo., from $325 
to $350, effective Nov. 15. 

KTTs-Tv Springfield, Mo., from 
$350 to $375, effective Nov. 15. 
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Banners ready, this group of New York advertising agency account and media 
representatives prepare to board the buses which took them to Yankee Stadium 
for the Oklahoma-Army football game (an Oklahoma victory, incidentally). 
Waving from the doorway of one of the buses is their host, Ben K. West, vice 
president and general manager of Koco-tv Oklahoma City. 


and related products is using minute 
announcements in prime time to adver- 
tise its products in selected markets 
during this pre-Christmas season. Pri- 
mary stress is put on the new cartridge 
loading home movie projector as the 
means to relive the holidays in the 
coming months. Media director John 
Shima is the buying contact. 


TV TIME FOODS, INC. 


(Stern, Walters & Simmons, Inc., 


Chicago) 


This maker of popcorn products is 
currently letting select markets 
throughout December and on into Janu- 
ary with a six-week minute spot campaign. 
The campaign is naturally tied in with 
various daytime children’s shows. 

Kenneth Wittleder is the buying contact. 


WALT DISNEY PRODUCTIONS 
(C. J. La Roche & Co. Inc., N.Y.) 


To promote the latest Disney production, 
Babes in Toyland, the Buena Vista di- 
vision of this company has scheduled a 
campaign of filmed minutes and chain- 
breaks in 100 markets. Aimed at the 
holiday viewer, the campaign runs for two 
weeks. Buying contacts are Dick Newman, 
Fred Koppleman and Sandy Gasman. 


WHITE LABORATORIES, INC. 
(Brown & Crane, Inc., N. Y.) 


This maker of ethical drugs is planning 
a four-market initial spot tv test 
campaign early next year for 
ASPERGUM. The campaign includes 


filmed minute and 10-second placements 
in day, night and late-nighttime at fairly 
heavy frequencies. Buying contact is 
Rose-Marie Vitanza. 


WILCO CO. 
(Edwin C. Dunas Co., L.A.) 


BEAUTY-QUICK spray starch has just 
completed a two-week campaign of 
daytime minutes and prime time ID’s. 

A small group of western markets was 
used. Marilyn Land is the buying contact. 





Agency Adds 
William T. 
radio department of N. W. Ayer & 


Mann joined the tv- 


Son, Inc., New York, as a tv com- 
mercial producer. Mr. Mann moved 
to Ayer from On Film, Inc., Prince- 
ton, N. J. He 
producer with Ted Bates, Inc., New 


York. 


was previously a tv 


Tom Madigan, previously manager 
of nighttime programming at NBC- 
TV, joined the tv-radio department 
of Ted Bates as director of pro- 
gramming. He replaced Bill Temple- 
ton, now Bates’ tv head on Colgate- 


Palmolive. 














Rep Report 


Robert L. Stephens has been ap- 
pointed a television account execu- 
tive in the San Francisco office of 
Peters, Griffin, Woodward, Inc. He 
was formerly on the radio sales staff 
of the Katz Agency, Inc., in the 
same city. 

Peter R. Baxter was named a tele- 
vision account executive in the At- 
lanta PGW office. He was previously 
supervisor of sales promotion for 
wcss-tv New York. 

Alfred C. Westermann joined the 
New York television sales staff of 


MR. WESTERMANN 


the Katz Agency, Inc. He was for- 
merly assistant timebuyer for Socony 
Mobil Oil Co. and Carter Products 
at Ted Bates & Co., Inc. 

Irving Gross, formerly of Younz 
Television, Inc., joined the local sales 
staff of wNew-tv New York. 

Frank DiGraci, formerly a broad- 
cast buyer on Colgate at Ted Bates, 
joined the sales staff of Young-TV, 
New York. 

John J. White joined the sales 
staff of Sumner-Byles, Inc., New 
York. He was formerly a vice presi- 
dent and sales manager at Forjoe 
Co. 

The Weed organization has 


moved to new offices at 535 Fifth 
New York City, effective 


WM. WRIGLEY JR. CO. 
(Arthur Meyerhoff Assoc. Inc., 
Chicago) 


Reportedly planning to rely more on 
minute announcements than 20’s, this 
gum firm is planning a 52-week campaign 
—using both commercial lengths—starting 
late this month in a select number of 
major markets. The current campaign 
takes up where an eight-week Christmas 
effort left off in a small group of top 
markets. Roger Mohr is the timebuyer. 
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ARB City-by-City Ratings, September 1961 


COLUMBUS, OHIO 
3-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 











1. Mike Hammer* (MCA) weNs-TV Sat. 10:: 30 
2. Whirlybirds (CBS) wtvn-tv Thu. 7 -21 
3. M Squad* (MCA) wrNs-Tv Men. Tue 
Thu. 8, Fri. 9:30 oe eeeeeneeccene 
4. Huckleberry Hound (Screen Gems) WTVN-TV 
Thu. 6230 on. nccccccccceccesvcces eee 15 
5. Rescue 8 (Screen Gems) wTvN-TV Mon. 7 14 
5. Seven League Boots* (Screen Gems) 
WBNa-TV Thu. 8 ........cceeees ens 14 
5. Case of the Dangerous Robin (Ziv-UA) 
Wrun-Tv Fri. 10:30 ......-cccccceceess 14 
6. Two Faces West (Screen Gems) WBNS-TY 
Thm. FsSO 2... ncccccccccccscccccccccsece 13 
6. Third Man (NTA) wrvn-tv Thu. 10:30 13 
7. Yogi Bear (Screen Gems) WTVN-TV 
Wed. 6:80 2... ccccccccscccesscsceseceses 12 
7. Lock Up (Ziv-UA) wiw-o Sun. 6 .......-.- 12 
3. Sea Hunt (Zivy-UA) wiw-c Mon. 7 . -1l 
8. Pory Express* (NBC) wtrvn-Tv Wed. 7 ont 
8. Suspicion (MCA) weNs-tv Thu. $ ........ 11 
TOP FEATURE FILMS 
1. Movie of the Week* WBNS-TY 
Sat. 12225-13245 Om. 2... cccccrcccccceces 18 
2. Armchair Theatre WBNS-TV 
Deh. BUsEG-2 Om. cncccccccvcccccccccess 9 
2. Matinee* wiw-c Sun. 1:30-3:30 ........ 9 
3. Gold Cup Matinee wiuw-c Tue. 5-6:15 8 
4. Gold Cup Matinee wiw-c Fri. 5-6:15 ..... 7 
TOP NETWORK SHOWS 
1. Gunsmoke* WBNS-TV .. «2... cece cece eeees 40 
S. 7 Gumect Strip WVN-TV 2. cccccccccccess 37 
3. Have Gun, Will Travel* WBNS-TV .......-- 35 
4. The Real McCoys WTWN-TV ......--+se005 
5. Donna Reed wWTvN-TV ........-- 
6. Miss America Pageant* wBNS-TV 
7. My Three Sons WTVN-TV ........+--+++++- 
7. The Flintstones wTvN-TV ceccesee -30 
8. Guestward Ho/Ozzie & Harriet wTvN-TV -28 
9. Surfside 6 WTVN-TV ......-.ceeeeeeeeees 27 
9. Hawaiian Eye/Connie Francis WTVN-TV ..... 7 
SEATTLE-TACOMA 
5-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 
1. Death Valley Days (U. S. Borax) 
mrme-su Wed. FT ...cc se ccccces -23 
1. Huckleberry Hound (Screen Gams) 
Meme-ee Tie. © wncccsccccccccess 23 
2. Two Faces West* (Screen Gems) 
mamo-ey Gat. 30:86 ...ccccccces 32 
3. Sea Hunt (Ziv-UA) KING-Tv Mon. 7 ...... 21 
4. Manhunt (Screen Gems) KING-TV Tue. 7 20 
5. Bold Journey* (Banner) KomMo-Tv Thu. 7 ..19 
6. Yogi Bear (Sereen Gems) KING-TV Mon. 6 ..18 
6. Quick Draw McGraw (Screen Gems) 
MENO-OT WOR. 6 2. cescccscccsccces 18 
6. Lock Up (Ziv-UA) KING-Tv Thu. 7 18 
6. Tightrope* (Screen Gems) KING-TV 
Thu. 16:30 * doecabeusééuanen 18 
7. Mr. Magoo (TV Personalities) KING TV 
ee OD seveseesenes eescrcccuscese 17 
7. Best of the Post* (ITC) kinG-tv Fri. 8 17 
8. Deputy Dawg (CBS) xkinc-tv Tue. 6 .15 
8. M Squad (MCA) KING-Tv Sat. 7 ...... 15 
TOP FEATURE FILMS 
1. Movie* Krro-Tv Sat. 11-12 mid. ........ 19 
2. Matinee* Komo-Tv Sat. 2-3:30 ....... 9 
3. Masterpiece Theatre KIRO-TV 
ee ee 7 
3. Theatre* Komo-Tv Sat. 1-2 7 
4. Theatve® mue-Tv Bat. 5-6 ... 2. ccccccecs 6 
4. Matinee* Komo-Tv Sun. 12-1:30 6 
TOP NETWORK SHOWS 
1. The Real McCoys KomMo-TV ........... .42 
2. Donna Reed KOMO-TV ..............- .38 
3. My Three Sons KOMO-TV ............... 37 
a ee SY ED voi ccdaneacecses .34 
5. The Flintstones KOMO-TV ...............- 32 
5. 77 Sunset Strip kKomo-Tv .32 
©. Gumemeke® BIMO-TV 2... cc cccccccces .30 
7. Guestward Ho/Ozzie & Harriet KoMO-TV 29 
8. The Price Is Right/Joey Bishop KING-TV -28 
8. Leave It to Beayer KOMO-TV .............. 2s 


* Indicates 
period. 


programming changes 
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during four-week 
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. The Flintstmes 
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DENVER 
4-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 


Manhunt* (Screen Gems) KLZ-TV Sat. 9 
. Lock Up* (Ziv-UA) KLz-Tv Sat, 9:30 

Death Valley Days (U. 8S. Borax) 

KLs-Tv Mon. 8:30 ........0000- ° 


Two Faces West (Screen Gems) KLZ-TV 
Mon. 9 


(Sereen Gems) KIZ-TV 
(Sereen Gems) 


Sun. 9:30 
KRTV 
Thu. 6 
Quick Draw McGraw* 
KBTv Wed. 6 


(Sereen Gems) 


- Miami Undereover* (Ziy-UA) KOA-TV 


Bam. SSB ccvcvosovsccvevesss es 
. Blue Angels (NBC) Ktz-Tv Sun. 7 ca 
. The Brothers Brannagan* (CBS) KLz-TY 
BU DDD  sccncccwccscsesscescs cane 
. Deputy Dawg (Screen Gems) KLZ-TV 
Gee. BOSSES GM. cccecccccseves sese 
. Yogi Bear* (Screen Gems) KBTV Mon. 6 


Mr. Magoo (TV Personalities) KuLz-Tv Fri. 6 
Pony Express* (NBC) Kiz-Tv Thu. 6:30 
Jeff's Collie (ITC) Kuz-Tv Fri. 5:30 


TOP FEATURE FILMS 
10:30 Movie KLZ-TVv Sat. 10:30-12:15 
10:30 Movie KLz-TV Fri. 10:30-12:30 
Theatre* KLZ-TV Thu. 6:30-8 
10:30 Movie KLZ-Tv Mon. 
10:30 Movie KLz-Tv Thu. 


a.m 
a.m. 
10:30-12:30 
10:30-12:15 


a.m. 
a.m 


TOP NETWORK SHOWS 
KLZ-Tv .. 
Have Gun, Will Traye!l* 
Miss America Pageant* 
Tab Hunter* KLzZ-Tv 
My Three Sons KBTV 
0 eS are rr 
What’s My Line KLz-Tv 
Moore* KLZ-TV 
The Real KBTV 
KBTV 


KLZ-TV 
KLZ-TV 


Bee WD. n.. cccccuceses 


ST. LOUIS 
4-Station Report 
(three-week ratings) 


TOP SYNDICATED FILMS 


Two Faces West* (Screen Gems) 

WS TR. DEED sdnccccsccevesss 

- Sea Hunt (Ziv-UA) xrvi Fri. 10 .......... 
- Phil Silvers (CBS) KMox-tv Tue. 6:30 
. M Squad* (MCA) KpLr-ty Fri. 8:30 
. Highway Patrol* (Ziv-UA) xrv1 Tue. 9:3 
. The Brothers Brannagan (CBS) xtTv1 

Mon. 10 TTT YyeL Per rer Peers 

- Rough Riders* (Zivy-UA) KPLR-TV 

ih nn trebebaekaeaceses se. Sieesn 
Burns & Allen* (Screen Gems) KMOX-TY 
. Se er ee ere 

Popeye (King, UAA) KMOX-TV 

RD RS ee eee 

- Panic (NBC) xrvi Thu. 10 


(Ziv-UA) KtTv1I Sat. 10 

Deputy Dawg* (CBS) Kpir-tv Sat. 4:30 
Tombstone Territory* (Ziv-UA) KTv1 Tue. 10 
lock Up (Ziv-UA) Ksp-Tv Wed. 9:30 
(NTA) KTv1 Wed. 10 


TOP FEATURE FILMS 

10:15-1 a.m 
2-3:30 
9-10:45 


KPLR-TV Sat. 
KPLR-TV Fri. 


10:30-12 





Gold Award Tehatre Ksp-Tv 
Sat. 10-12:30 a.m. 


TOP NETWORK SHOWS 


Se ee ED ccc ccweenesecss 

. Groucho Marx® ESD-TV .......:sc00c- 
- Comedy Spotlight KMOX-TV ............... 
. Sing Along With Mitch*® Ksp-Tv .......... 
The rice Is Right/Joey Bishop Ksp-Tv ..... 

Tp Teese GOS BPW ccc cccccccsccce 
RE ME Sinccectveennescocces 
ee Se OED, a cacndcutdescbbond 
I EE, SEE ie 6 oc al iene ree einiae 
Depeeee CO MORSE on cccccccccceues 
Me WIENS BOGE. 2 ccc ce cccccsesceci 
Have Gun, Will Travel* KMOX-TV ......... 
Miss America Pageant* KMOX-TY ......... 


Bonanza/Sunday Mystery KsD-TV 


-12 


11 
10 


10 


.29 


-12 


12 
11 


DETROIT 
4-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 


1. Jim Backus Show (NBC) wwi-Tv 

BZOm. BOBO cccccccccvcsesesescsenes 22 
2. Huckleberry Hound (Screen Gems) 

CKLW-tv Thu. 7 ov poe Seccevecccees 20 
3. Divorce Court (Storer) wsBK-tTv Tue, 7 1 
4. M Squad* (MCA) wws-Tv Mon. 10:30 .15 
5. The Californians* (NBC) wws-tTv Mon. 7 3 
5. Quick Draw McGraw (Screen Gems) 

GEE Ten. 6:00 on cccccccccsccccscss 13 
6. Yogi Bear (Screen Gems) CKLW-TV 

a, Se nccewsece beeeew cess netes 12 
6. Panic* (NBC) ws-Tv Sat. 10:30 ....... 12 
7. Mike Hammer* (MCA) wxyz-Tv Tue. 10:30 .11 
7. Best of the Post* (ITC) wJBK-TV 

a er er re _ 11 
8. Popeye (King. UAA) CKLW-TV M-Sat. 6 16 
8. Third Man (NTA) wsBK-Tv Fri. 8 ....... 10 
8. Death Valley Days (U. S. Borax) 

WIBK-TV Sat. 7 ....sececees eeecececcees 10 
8. Felix the Cat (Trans-Lux) WJBK-TV 

Sem. 10:30 G.m. .nncccccccccccscccceses 10 
9. Tugboat Annie (ITC) ckLWw-Tv Mon. 6:30 9 
9. Assignment Underwater (NTA) WJBK-TV 

BO. U aritiswecvasucétanscevactscceeas 9 
9. The Brothers Brannagan* (CBS) 

wurs-tv Tue., Web. FT .ccccccccccccececcs 9 

TOP FEATURE FILMS 
1. Show* wsBK-Tv Sat. 12:30-3:15 .......... 12 
2. Million Dollar Movie CKLW-TV 

Sum. 3:30-5:30 .......000. U 
3. Nightwatch Theatre* wWJBK-TV 

Sat. 11:15-2:30 a.m. wTTT TT TTT erer TT 9 
4. Million Dollar Movie cKLw-Tv Mon. 17-8:30 4 
4. Million Dollar Movie cKLw-tv Fri. 7:30-9 x 

TOP NETWORK SHOWS 
2. The Real MisCags WEEE-TV cc cccsceccccces 36 
S. 99 Games Gielp WHWBTV ccc ccccccccs .33 
S. Surfside © WEHYSE-TV 2... cc cccccccccccccce 31 
2. Have Gun, Will Travel* WIJBK-TV ......... 31 
3. Gunsmoke* WIJBK-TV .......0+e+008 ecccese 31 
4. The Flintstones WXYZ-TV ......-..eeeeees 30 
5. My Three Sons WXYZ-TV ........-.eeee0% 29 
6. Hawalian Eye WXYZ-TV .........2eeeseees 28 
6. Donna Reed WAYZ-TV 2... cceeceseccces 28 
WASHINGTON, D. C. 
4-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 
1. Death Valley Days (U. S. Borax) 

wao-rv Mom. 7 ...cccccees eae en es 10 
1. King of Diamonds* (Ziy-UA) wrop-tv 

De: GD beneneeneebedn0eiced0n nea 10 
1. Tombstone Territory (Ziv-UA) wroe-Ty 

GE. © scnbsnsvensucasesseses sesmaieke 10 
1. Rescue 8 (Screen Gems) wtTop-tTvy Wed. 7 10 
2. Lock Up (Ziv-UA) wro-tv Tue. 7 ...... 9 
2. Phil Silvers (CBS) wro-tv Thu. 7 9 
3. Huckleberry Hound (Screen Gems) 

WHOS TOR. Gee ccccccsiccicscvescocccucn 8 
3. Highway Patrol (Ziv-UA) wrte Sat. 7 ve 
4. Three Stooges (Screen Gems) wrtc M-F 6 7 
4. Divorce Court (Storer) wtTG Mon. 8 7 
4. Cannonball (ITC) wrop-tv Tue. 7 7 
4. Two Faces West* (Screen Gems) 

WHEPSG Tm. FT cccccwcsccesevccccscces T 
4. Mr. Magoo (TV Personalities) wirtTc 

DR. GSD ce ewiawenecesetevecesccccocecs T 
4. Broken Arrow* (TCF) wre-tv Fri. 7 ...... T 
4. San Francisco Beat (CBS) wtop-tv Fri. 7 7 

TOP FEATURE FILMS 
1. Theatre* wrop-tv Sat. 10:20-1 am. ..... 20 
2. Picture* wrop-tv Sun. 12:30-4 .......... 8 
8. Late Show* wror-ty Sat. 12-2 a.m. ....... 1 
4. Late Show wrop-tv Fri. 11:15-1 a.m. 6 
4. Early Show wrop-tv Tue. 5-6:30 ......... 6 

TOP NETWORK SHOWS 
A. Gumemeiee® WHOR-TY 2c. ccccccccccccesce 39 
2. 77 Sunset Strip WMAL-TV ......0.02eeeeee> 33 
3. Have Gun, Will Travel* wrop-Tv ......... 31 
3. Miss America Pageant* wTOP-TV ......... 31 
4. The Flintstones WMAL-TV .........00--05 30 
CS. Bip Diese Gees WARS cccccvccsscccocen 26 
GS. Perry Masten WROTE ccc cccccccccccccves 26 
6. The Real McCoys WMAL-TV ..........0e00% 25 
7. The Price Is Right/Joey Bishop wno-Tv 24 
8. The UntoucLables WMAL-TV .......0+0--0% 22 





-12 
eT) 
30 .11 

ll 

-10 

-.10 


-+-10 


oan ee 





12 ae 


ar) 


> ow 


- ~ 


on 


one 


a wwe 


om 


we 


we 


Os. = & 


one 


10. 
10. 


oc 


= ww 


Ot me 2 8 0D OD 


~saoaw 


as 


Qn ms mw www we 


ARB City-by-City Ratings, October 1961 


KANSAS CITY, MO. 
3-Station on 


(two-week ratings) 
TOP SYNDIC. ATED F FILMS 


Death Valley Days (U. S. Borax) 
womne-ev Dan. B2O8 oc cccccsdcccccecccscs 33 
Huckleberry Hound (Sereen Gems) 
SNOOP “Fe.. Gy cecancsawetesdesaccscss 20 
. Popeye (King, UAA) xkmso-tv M-F 5 ..... 1f 


Quick Draw McGraw (Screen Gems) 
mmmo-e Wel. S2BO cccccccccccccccccces 16 
Yogi Bear (Screen Gems) KuBO-Ty Mon. 5:30 15 


. Man from Cochise (NTA) KMBOC-TV 


Bie, Tes ee SE Bde ees ecscececcazess 14 
. King of Diamonds (Ziv-UA) 
WEAPEE TEE. © avccccvvcsocssccceccess 13 
Case of the Dangerous Robin* (Zivy-UA) 
WEar-S¥ Dub. O:BO 20. cccccccccscscccccec 13 
Jeff's Collie (ITC) wpar-tv Sat. 5:30 .....13 
Highway Patrol* (Ziv-UA) wpDaF-Tv 
BWP BB8 nncccdccccncecasececccevseess 11 
. Jim Backus Show (NBC) KmpBc-Tv Thu. 8:30 11 
Sea Hunt (Ziv-UA) woar-tv Fri. 6:30 ....11 
Shannon (Sereen Gems) wpaPr-Tv Sat. 7:30 .11 
TOP FEATURE FILMS 
. Movie Spectacular wDAPF-TV 
Sat. 10:28-18:80 Om. ..cccccccccccccccccs 15 
Movie* kMBc-TV Sun. 5:30-6:30 ......... 15 
Million Dollar Movie Komo-Tv Sun. 3:45-5 .13 
Studio 5 Komo-Tv Fri. 10:15-12:15 a.m. ..12 
. Movie Spectacular wDAaFr-TV 
Gam. 20:BBC-EB GOB. .ncoccccccceseccoeses 10 
TOP NETWORK SHOWS 
Wagon Train WDAP .... 2... cece eecnenes 37 
Andy Griffith KCMO-TV ........--2.2ee08- 35 
Hamel WRAPEY 2 nce cccccccescccccccccecs 35 
Red Skelton KOMO-TV .....--.eeeeeeeeeee 33 
Perry Came WRAR-TU .nccsccccscccccccces 33 
BomanSs WDAP-TV ..cccccccccsccccccceces 33 
Danny Thomas KOMO-TV .......-..e+ee0+5 32 
The Flintstones KMBC-TV ........+-+++++- 32 
Rifleman EMBO-TV ....ccccccccccrscccces 30 
. Sing Along With Mitch wpaF-TV .........- 29 
The Untouchables KMBC-TV .........+..-++ 29 
PORTLAND, ORE. 
3-Station Report 
(two-week ratings) 
TOP SYNDICATED FILMS 
Sea Hunt (Ziv-UA) kKow-Tv Tue. 7 ....... 28 
The Third Man (NTA) KOIN-Tv Sat. 7 ....24 
. You Asked for It (Crosby/Brown) 
MPT Bam. 6 nncccccseccscsesecscccccccs 24 
. Quick Draw McGraw (Screen Gems) 
Mow-Tv Mom. 6:30 ....ccccccccccccccccs 23 
. Huckleberry Hound (Screen Gems) 
BOW-TV Thm. 6:30 .nccccccccccccccccces 23 
Blue Angels (NBC) KGw-Tv Mon. 7 ....... 21 
Yogi Bear (Screen Gems) KkGw-Tv Tue. 6:30 .21 
Cimarron City* (MCA) xpTv Sun. 6:30 ....21 
Tightrope (Screen Gems) KOIN-TV Wed. 7 ..20 
Death Valley Days (U. S. Borax) 
MOe-TV Pah, TF wccccccccsccccvecsccceces 19 
. Shannon (Screen Gems) KGw-Tv Thu. 7 ..... 18 
Vagabond* (Crosby/Brown) KPTv Mon. 7 ....17 
Frontier Doctor (H-TV) Komn-Tv Sat. 6 ...17 
Kingdom of the Sea (Medallion TV) 
MOUNT Bad. C208 ccecccvccscsscccesese 15 
Whiplash (ITC) korn-tv Wed. 6:30 ...... 14 
Highway Patrol (Ziy-UA) KOIN-TV 
DU. SBD ccncvccosveccsccocecescccesece 14 
. Navy Log (CBS) xptv Sun. 5:30 ......... 14 
TOP FEATURE FILMS 
- Motines® mrvv Gem. B:4B-€ .nccccreccccces 15 
. Showtime on 6 KOIN-TV 
GR. SRSBS-ERtGE GM sew ccncdkssdccsess 9 
. Armchair Theatre KOIN-Tv Sat. 2-3:30 ..... 8 
. Premiere Playhouse KGw-Tv Sat. 11-1 a.m. . 8 
- Movie 12 xptv Fri. 11:15-1 a.m. ........ 7 
TOP NETWORK SHOWS 
errr rere 46 
Te TE Eo ann nc ccesvccods ews 32 
5 CY: GED ons dnc daceebessensnaes 32 
Rep GEE GAME ccc dcccsesesccvese 31 
MoS GRO BOMB EY ccc ccccccsccccsccs 31 
eee FD NIE ow ccc cereescsccess 30 
ek Be PE wosentccnenenndavonsdee 29 


Car 54 KGW-TV 
Disney’s Wonderful World of Color KGw-tv ..28 





Bivmaiion Gye BREE oc cccccsvcceccesesses 27 
TOE occ anccccanavdaccevcens 27 
>. . 2. ern ero err 27 
- Fight of the Week EPTV ........ccccceecs 27 


MILWAUKEE 
4-Station Report 


(two-week ratin 


2s) 
TOP SYNDICATED FILMS 


1. Death Valley Days (U. S. Borax) 

TE cian ddeas<cs senenee ce 20 
2. Mr. Magoo (Ty Personalities) 

WEES TR, GID cccccscccvescvcccese 18 
2. Border Patrol (CBS) wrms-tv Mon. 10:15 .18 
3. Tightrope (Screen Gems) wrms-tv Fri. 9:30 17 
3. Ripecord (Ziv-UA) wrms-tv Fri. 10:15 ..... 17 
4. Huckleberry Hound (Screen Gems) 

SE Ws. EP seewccccecnccssceces 15 
4. U. S. Marshal* (NTA) wiri-tv Sun. 6 ....15 
5. Lock Up (Ziv-UA) wrms-tv Wed. 10:15 ..14 
5. Shotgun Slade* (MCA) wrms-tv Wed. 10:15 14 
5. Medie* (NBC) wiri-tv Sat. 1:15 ........ 14 
6. Shannon (Screen Gems) wrms-tv Tue. 9 ...13 
6. M Squad* (MCA) wisn-Tv Tue. 10:15 .....13 
6. Phil Silvers (CBS) wrms-tvy Thu. 10:15 ..13 
6. Popeye (King, UAA) witti-tTv 

ee GO GU eaneeddpabnvecbechecccses 13 
6. Rescue 8 (Screen Gems) wisn-tTv Sat. 6 ...13 
6. Two Faces West* (Screen Gems) 

ey ne 13 

TOP FEATURE FILMS 
1. Saturday Night Theatre wrms-tTv 

Sat. 10-12 mid. ..... §eG60Nesensctnovace 26 
2. Late Show witi-tv Fri. 10:15-12:45 a.m. ..15 
3. Late Show witi-Tv Wed. 10:15-12:30 a.m. ..10 
4. Films From The Fifties witt-Tv Sat. 6-7:30 . 9 
5. Late Show witt-ty Mon. 10:15-12:30 am. . 7 
5. Late Show wirt-tv Thu. 10:15-12:45 am. .. 7 
5. Jungle Films wrmy-tv Sat. 3:30-5 ....... 7 

TOP NETWORK SHOWS 
1. Sing Along With Mitch wrms-tTv ......... 39 
9. Theo Viimtstemes WETEEV 2... ccc cccccccccs 34 
SFE Be Gee TY, vekecccvccscuccas 33 
3. Saturday Night At The Movies wrms-ty ....33 
a. &S 2 .. Serre eer 31 
S. Te TRE WHS occ ccscccnccceseces 30 
S.C See IMD ncccaccncccceveeessse 29 
7. The Untouchables wiTi-Tv ................ 28 
8. Target: The Corrupters wiTI-TvV ......... 28 
ST. LOUIS 
4-Station Report 
(two-week ratings) 
TOP SYNDICATED “FILMS 
1. Death Valley Days (U. S. Borax) 

Re Bs SOO nen ccdecessercnctvevere 18 
2. Medie (NBC) xrvt Tue. 10 .............. 13 
2. Popeye (King, UAA) KMOx-TV 

es. SEU MD) On b55 65604 d05.0605"50000% 13 
3. Sea Hunt (Ziv-UA) xrvi Fri. 10 .......... 12 
4. Huckleberry Hound (Screen Gems) 

WE nw hdebnadcobawcnddesnctavess 1¢ 
5. Yogi Bear (Screen Gems) KTv1 Wed. 6 ..... 9 
5. Whirlybirds (CBS) xsp-tv M-F 5:30 ...... 9 
6. The Brothers Brannagan (CBS) 

Gre Ss OD cadbbnsacecpawac beeessecas 8 
7. The Third Man (NTA) kKtv1 Wed. 10 ...... 7 
7. King of Diamonds (Ziv-UA) kTv1 Thu. 10 .. 7 
7. Sheena, Queen of the Jungle (ABC) 

ONE Ts Die MO bcadddasoccesacéescas 7 
7. Case of the Dangerous Robin* 

Gere GR TO. BP deeenccedccdnnsenn 7 
8. Blue Angels (NBC) Ksp-Tvy Mon. 6:30 .... 6 
8. Deputy Dawg (CBS) Kpir-tv Mon. 6:30 ... 6 
8. M Squad* (MCA) xKpir-tv Fri. 8:30 ...... 6 
8. Best of the Post (ITC) Ksp-Tv Sun. 3 .... 6 

TOP FEATURE FILMS 
1. Best of CBS KMOxX-TV 

G. CtRtee DMR o <censcatnccesocsace 17 
2. Best of CBS KMox-tTVv 

eS re ry 14 
3. Gold Award Theatre Ksp-Tv Sun 12:30-2:45 .12 
4. Picture* Kmox-tv Sun. 12:15-3 ........... 11 
5. Gold Award Theatre Ksp-TV 

ee eee ee 16 
5. Curtain® kmox-Tv Sun. 3-4 ............-. 16 

TOP NETWORK SHOWS 
B, Bp Ge MAY ccc cccccccosescese 40 
2. Candid Camera KEMOX-TV ...........-s000% 39 
3. What's Bip Time RIGE-EV ....ncccccccccce 38 
4. Dam Temes MMOS 2c cccccccccccecce 37 
4. Sing Along With Mitch KsD-TV ............ 37 
Re, SS ED cock ccscccnsevncws 33 
DS, PND on ccwentewencesenieen 33 
GS. Pesey BEGR MOOR SY once ccccccseccceces 33 
| eT TTIVITL CC ee ee 31 
ST. BE NE na ccccnencccccnccesus 30 
U, CR BURY ccccesccccessccvesecsees 30 


we 
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NEW ORLEANS 
3-Station Report 
(two-week ratings) 
TOP SYNDICATED 1 FILMS 


Lock Up (Ziv-UA) wwi-tv Fri. 8:30 -+ +33 
- Huckleberry Hound (Screen Gems) 

de el Sa ee 17 
. How to Marry a Millionaire (NTA) 

 . Se if 
. Death Valley Days (U. 8. Borax) 

ee ee, ED a cccucusesnencecdes 16 


. Jim Backus Show (NBC) wwi-Tv Mon. 8:30 16 
- Quick Draw McGraw (Screen Gems) 


Se MU. I) aecncoestcnceeceseescens 16 


4. Manhunt* (Screen Gems) wosv-tTvy Mon. 10 .15 


= 


ouqn. = 


we 


oe 


4Aauase ww we = 


a8 


- 


~ 


to 


m oo Ow wo to 


- ~> 


~~ 


-~. ene 


AAARRAAUNA aA & we we 


. Assignment Underwater (NTA) 


re Te BO cnbewksdoeeeesanssaceae 15 
Johnny Midnight (MCA) wpev-tv Tue. 10 ..15 
Deputy Dawg (CBS) wpsvu-tvy Wed. 5 ..... 15 
The Third Man (NTA) wosvu-tv Fri. 10 ...14 
Highway Patrol* (Ziv-UA) wwt-tv Sat. 5:30 14 
Ripeord (Ziv-UA) wosvu-tv Sat. 6 ... 14 
. Whiplash (ITC) wwi-tv Sat. 10 ......... 4 
TOP FEATURE FILMS 
. Patio Playhouse wosu-rv Wed. 9:30-11 ....14 
Fabulous 52 Theatre wpsu-Tv 


Sat. 10:15-1:15 a.m. 
Fabulous 52 Matinee wpsv-tTv Sat. 1:30-3:30 10 
Adventure Theatre wwi-Tv Sat. 2-3:30 .... 8 
Saturday Big Movie wwL-Tv 


GeR. BWOsGE-BsOS GM. cccccccccccccese i 
TOP NETWORK SHOWS 
BonanZa WDSU-TV 2.222002 sscccsecccseces 43 
Wagon Train WDBU-TV .... 1... ce eeeeeecee 40 
De. HMMewe WEGU-BU .cccccccccccccscess 36 
Sing Along With Mitch wpsu-Tv .......... 36 
Perry ComO WDSU-TV ... 15 -e cece ce eneenee 35 
Laramie WDBU-TV 2.22. .cccccccccccvceees 34 
Alfred Hitcheock WDSU-TV .......-+.+--- -..83 
The Price Is Right wDSU-TV .........-+++- 32 
Dick Powell Show wpSU-TV ..............-32 
Perry Mason WWL-TV .......-seeeeeeeeeee 32 
Tall Man WDSU-TV ......-.++++: stncesneue 
WASHINGTON, D. C. 
4-Station Report 
(two-week ratings) 
TOP SYNDICATED FILMS 
. The Invisible Man (Official) 
WTOP-TV Mon. FT ...cccccceersescccces .13 
. Mr. Magoo (TV Personalities) wtte 
Beh. 6280 2. cccccccccccccescccccccccecss 13 


The Third Man* (NTA) wro-tv Sat. 11 ...13 
Yogi Bear (Screen Gems) wrre Wed. 6:30 .12 
Rescue 8 (Screen Gems) wrop-tvy Wed. 7 ..12 
Huckleberry Hound (Screen Gems) 


WTG Thu. 6:30 ......cccceeccecees TT, | 
Assignment Underwater (NTA) wrto Thu. 7 .12 
Highway Patrol (Ziv-UA) wrte Sat. 7 .....12 
Shotgun Slade (MCA) wrTop-tv Sat. 7 cooks 
Deputy Dawg (CBS) wrtc Tue. 6:30 ...... 11 
Ripeord (Ziy-UA) wror-tv Fri. 7 ........11 
Cimarron City (MCA) wtte Fri. 7 ......-- 11 
Death Valley Days (U. S. Borax) 
wro-Tv Mon. 7 .....++++++- éseekesncuene 
Suspicion (MCA) wrta Tue. 8 .10 
Tombstone Territory* (Ziv-UA) 
wre-Ty Wed. 7 .....-eeeeceeeees ssenenne 
. Popeye (King, UAA) wtte Sat. 5:30 ..... 10 
. You Asked for It* (Crosby/Brown) wMat-Tvy 10 
Phil Silvers (CBS) wro-tv Thu. 7 ........10 
TOP FEATURE FILMS 
Picture Sunday* wtor-tTv Sun. 1:30-4:30 ..16 
Early Show wrop-tv Mon. 5-6:30 ........11 
Early Show wror-tv Fri. 5-6:30 .. oewe ae 
Movie wMaL-Tv Fri. 11:30-1:15 am. ..... 7 
. Movie 4 Matinee* wro-tTv Sun. 2:30-4 7 


TOP NETWORK SHOWS 


Perry Mason WTOP-TV ....--- eee eeeeeee 37 
The Flintstones WMAL-TV ....-+++++> .31 
. Gunsmoke WTOP-TV ...-- eee e eee eereeenee 31 
77 Sunset Strip WMAL-TV ......-+-- 36 
Candid Camera WTOP-TV ......-- oceseaue 
Disney’s Wonderful World of Color wrc-Tv 26 
Car 54 WRO-TV ......--- secces -.-26 
What’s My Line wWTOP-TV ..... ..-36 
Danny Thomas WTOP-TV . ...+--«e055 25 
Andy Griffith wtor-Tv .-25 
Red Skelton wTor-Tv cbs buesese 25 
Dick Powell Show wRo-TV ..... .. 25 
Sing Along With Mitch wro-Tv ..... -. 35 
. Bonanza WRO-TV «1. see cece eeees en 
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See where Des Moines 
is a “preferred city” for Yes, sir! And our 
the 7th straight month campaign is going great 


in Sales Management’s on KRNT-TV, a most 
business activity forecast? unusual station! 








The preferred stations in this “preferred city” are KRNT Radio and TV, 
leaders in ratings, leaders in community service . . . leaders in the billing 
parade. Our share of local television business in this major 3-station 
market has always averaged nearly 80%; our local radio business has 
always been way ahead in a 6-station market. 


Most folks don’t realize this about Des Moines — we're 36th in the FCC 
list of markets according to appropriation of national spot TV revenue. 
The same sources prove that Iowa’s capital and largest city is a good 
radio market, too. 


You know you're right when you buy these most unusual stations, KRNT 
Radio and TV, the stations people believe in and depend upon. And you 
know you're buying at the same low rate as everyone else when you deal 
with these responsible stations. 


Buy “the live ones’— KRNT Radio and TV, Cowles stations ably repre- 
sented by The Katz Agency. 


KRNT 


RADIO AND TV — Des Moines 


An operation of. Cowles Magazines and Broadcasting, Inc. 
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Wave (Continued from page 62) 
The Paar Phenomenon, subscribers 
to the new publication read in the 
first two sentences: “Eight million 
sleepless men and women are fa- 
miliar with the studied informality 
of the Jack Paar program. Refresh- 
ing amid the usual stale vapors of 
television, this apparent spontaneity 
is a chief factor in Paar’s profes- 
sional strength.” 

At the bottom of the same page 
we are treated to this further mysti- 
fying item about Paar, and frankly 
we aren’t sure whether it’s a typo- 
graphical error or some sort of 
hipster show biz jargon to fake the 
squares: 

“His (Paar’s) first great public 
tantrum was thrown against News- 
week in 1959, when Newsweek said 
few harsh things about anyone but 
sweepstakes, in which Newsweek fin- 
ished three lengths behind Pravda, 
an unfair judgment.” 


A Brief Pause 


Before proceeding further with 
this mass assault on television, a 
brief pause to ask why the younger, 
or new, publications appear to find 
the challenge of tv more immediate, 
more confrontable, than do the 
older, more established mass maga- 
zines. 

Having raised the question, there 
is no need to word the answer; it 
is all too obvious, and television will 
probably be the better for the criti- 
cal initiative of the younger maga- 
zines—those not bound by the in- 
visible rules of Hoyle. 

Rod Serling and other writing tal- 
ents should sound off whenever they 
have the chance and can also mean 
what they are saying, whether in 
TELEVISION AGE (Oct. 2, 1961), SBI 
(“Requiem for a Medium,” Novem- 
ber 6, 1961), or a West Coast girlie 
magazine (Topper, October, 1961). 

Television does not have to look 
long or far for its text today in 
asking whether or not it should take 
a moment to see what it can learn 
from its magazine critics. 

It is written in the issue of Cue 
current at this writing, Nov. 26, 


1961: That it should be the business 
of other media to talk about the 
press (David Susskind’s italics from 
his Open End on Time Magazine). 

“Of course it should,” says tv 
columnist Joan Walker. “But, al- 
though newspapers conduct wars 
against television, tv seldom fights 
back. . . . The reasons for this 
timidity on tv’s part are obvious, 
numerous, and, at times, spurious. 

“One obvious reason is that some 
segments of the printed press can be 
pretty vindictive when they are at- 
tacked; and who wants to start a 
fight with anyone who is vindictive 
and also owns a printing press? .. . 
Television also apparently feels that 
there is something sacrosanct about 
‘the press’—perhaps because it 
came first. . . . Then, too, the 
medium may feel it has enough trou- 
ble without asking for more. . . . 

“This one-sided situation is, to 
me, an unfortunate affair. . . . There 
are intelligent people working in 
both media. . . . Television claims it 
is grown-up. Grown-ups do not 
cower.” 

To those in the trade, or even to 
those in allied fields of marketing, 
advertising, the notion of tv people 
cowering under the criticis:.. o. the 
press may raise an eyebrow. This 
is probably the most talky, self- 
critical business on earih, next to 
advertising—and certainly the most 
sensitive to criticism. 


Little Resistance 


But the fact remains that the re- 
cent wave of magazine criticism is 
radiating outward across the nation 
with little resistance or counter- 
programming from the tv industry 
or its spokesmen. 

The concealed point of this article 
is to ask whether or not television 
should find some more effective 
means of either responding to its 
increasingly vocal critics or of in- 
gesting the criticism more easily. 

Before submitting what would 
seem a reasonable answer to this 
question—and it is a question 
which should constantly be re- 
examined—it must be asked what 
accounts for this new wave of 


criticism, and the especially harsh 
note one feels in many of the attacks. 

Sophisticated (in the sense of use- 
ful) criticism of today’s television 
can almost be said to date from the 
time of Fortune magazine’s fine 
hatchet job titled “Tv: The Light 
That Failed” which appeared in De- 
cember, 1958. 

In that same epoch appeared such 
Esquire articles as “Tv’s Myopia 
of the Wide Screen,” by Hubbell 
Robinson, then vice president in 
charge of network programming for 
CBS-TV. Critics of tv have taken 
much of their text in that brief, and 
nearly buried article, by Mr. Rob- 
inson. 


The Forms Vary 


Most recent print attacks on tele- 
vision have taken either the form 
of the Fortune article or the Esquire 
article noted above. But we can also 
add the egg-on-your-tie type of 
Huntley-Brinkley personality inter- 
view and the “comprehensive” and 
heavily slanted type of article rep- 
resented by the Saturday Evening 
Post series and the Look magazine 
article on tv news. 

In the latter, the Look piece, 
Thomas B. Morgan, who has the repu- 
tation of one of the best free-lance 
specialists writing (he also did 
“David Susskind: TV’s Newest Spec- 
tacular” for August, 1960, Esquire) 
uses several virtually inexplicable 
quotes. Does anyone know any “one 
former TV executive” who explains, 
“Charlie Van Doren did great things 
for information programming. He got 
the people all steamed up. . . .”? 

Does anyone know any “successful 
tv newswriter” who might have told 
the writer, “For years whenever 
I sat down at the typewriter I felt 
Ed Murrow inside me?” 

“It’s absurd, but I have no com- 
plaints,” says a “particularly jaun- 
diced TV reporter” to Mr. Morgan. 
This lucky chap is undoubtedly a 
cousin of the “maverick TV pro- 
ducer” who later in the article in- 
forms Mr. Morgan an:! (inciden- 
tally) the Look readership that, “We 
could do so much more of what 
we do best if we had the mobile units 
and equipment readily available 
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FOR...FINEST TV PICTURES! 








4% INCH I.O. 


CAMERA 


Sales Impact 


The RCA TK-12 is the camera you need, if you want 
the finest in television tapes, live programs, and com- 
mercials. It produces pictures with higher resolution, 
lower noise, and improved grey scale. Self-adjusting 
circuits prevent deterioration in picture quality, and 
RCA engineering has designed features, such as view- 
finder display of special effects, and remote iris control, 
that enable you to do more with the TK-12. 


You can use the TK-12 for making dramatic demon- 
strations of clients’ products. Its big 4% inch I.0. tube 
(plus advanced engineering) provides big picture qual- 
ity, rivaling the finest photography. Improved grey 
scale preserves delicate differences in shading. Pictures 
are naturally free from “halo” and “‘blooming”’’, without 
need for product spraying or painting. You can control 
contrast and mood as never before. You can produce 
tapes and live commercials that show the client’s prod- 
uct sparkling in life-like detail. 


Self-adjusting circuits, built into the TK-12, eliminate 
variations in performance. These circuits compensate 


Unvarying Quality 


Creative Effects 


for changes in temperature, line voltage, and aging. 
Furthermore, long warm-up time is a thing of the past. 
Pictures are ready for use within minutes after the 
camera is turned on. This new mode of operation saves 
set-up time, reduces the number of controls, and as- 
sures unvarying picture quality. 


RCA engineering has introduced many features that 
make the TK-12 the most versatile of cameras. An 8 
inch viewfinder provides a much larger and brighter 
picture (200 ft. lamberts). Video effects can be seen 
on the viewfinder, permitting cameraman to adjust 
camera position for best advantage in overall effect. 
Remote iris control permits adjusting all lenses simul- 
taneously, merely by turning a knob. 


The RCA TK-12 is the camera you need if you want 
the finest picture in town. Its new and different look 
will convince clients that your studio is equipped with 
the best. Ask your RCA Representative for all the 
details. Or write to RCA, Broadcast and Television 
Equipment, Building 15-5, Camden, N. J. 


The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 
















































































The plus factor in representation 


SALES 
plus 


SERVICE 
plus 


RESEARCH 


equals 


GROWTH 


Since Venard, Rintoul & McConnell, Inc. was organized in 1953, 
each year has shown a substantial gain over the previous year. 


VENARD, RINTOUL & McCONNELL, INC. 


rv & Radio Station Representative 
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and had the opportunity to go right 
on the air when things happened. 
Instead, we put it on tape and give 
it 45 seconds on the evening show.” 

Finally, in the Look article last 
page, Mr. Morgan himself asks about 
the future of journalism on commer- 
cial tv in America: 

“What does this mean for, say, 
the long-awaited half-hour evening 
network newscast? Here, the extra 
15 minutes have one value to the 
networks and another to the affiliated 
stations. Enough of the affiliates 
have convinced the networks that 
they need the time for themselves 
so that the networks don’t risk ex- 
panding their newscasts. The affili- 
ates put on locally sponsored pro- 
grams (often local news) in this 
time period and keep 100 per cent 
of the profits, as opposed to the 50 
per cent of the profits they keep 
when a show comes to them from 
the network. A TV reporter sug- 
gested to me that in the interest of 
public service,.the networks might 
put on the half-hour newscast and 
let the affiliates keep 100 per cent 
of the profits for the second 15 min- 
utes; but this, he admitted, was 
probably a naive thought.” 


The Profit Picture 


One would reply that this is quite 
a naive thought, even for an anony- 
mous tv reporter, if we are to reckon 
profits as recklessly as does Mr. Mor- 
gan in his paragraph. A cross-check 
amongst the network financial de- 
partments finds no way in which a 
station affiliate can be said to be 
keeping “50 per cent of the profits” 
on a network feed. Even if one con- 
siders “profits” here to mean what 
happens after 40 per cent disap- 
pears somewhere off the top, the 
same “profits” seem to be of a dif- 
ferent sort in the same _ sentence 
where the local station keeps “100 
per cent” of the profits from locally 
sponsored shows. 

What all this devious logic seems 
designed to prove in the Look article 
is that tv journalism, though a triple 
threat potential which is being flexed 
a bit by the networks, can never 
realize its true power due to hor- 
rendous limitations arising out of 





Vic Ludington (l.) has been ap- 
pointed assistant manager of WSPA-TV 
Spartanburg, S. C. He has been in 
charge of local and regional sales for 
the Spartan Radiocasting Co.’s station 
since he joined its staff about a year 
ago. He was formerly sales manager 
of wiyH-tv Lebanon, Pa. Charles 
Lineberger (r.) has been named di- 
rector of programs and operations 
for wspa-tv. He comes to the station 
from wstv Charlotte, N. C., where 
he held various positions in the pro- 
gram and production departments 
since 1952. 





network greed. 

“For most TV newsmen,” says 
Mr. Morgan, “it is easier to explain 
these limitations than it is to offer 
hope that they will be overcome. 
After all, assuming the usual con- 
siderations of public interest, taste 
and morality, time is money on 
3 Ae 

One thinks of the pessimism of 
Alexander King, cited earlier. One 
thinks of Robert Paul Smith 
talking in the Esquire article: “I 
believe it is the obligation of a sta- 
tion licensed in the public interest to 
give me the news. They have no 
right to sell this any more than the 
Post Office has a right to use a stamp 
to advertise a fire sale. But legality 
aside; it is, quite simply, indecent 
for a man to interrupt himself talk- 
ing about the future of the world 
to allow someone to sell an under- 
arm deodorant. It demeans the man, 
and me, and you, it equates bad smell 
with nuclear fission, and to do that 
is just plain obscene. Perhaps it is 
even insane. The returns aren’t in 
OR oar 

But in a larger sense, as the pub- 
lishers of Look, SEP, SBI, Time and 
other big magazines are well aware, 
the returns are in, at least in regard 
to the media conflict. Television has 


clearly triumphed as a medium com- 
mercially, through its networks and 
their affiliates. As the advertiser 
knows, and as it has been stated so 
well in the writing of Herbert Mar- 
shall MacLuhan, “The medium is 
the message.” 

As for the network profit and loss 
picture, which is not always so rosy, 
the reader may compare Mr. Mor- 
gan’s comments above with the fig- 
ures presented in “Networks Un- 
happy Numbers,” (TELEVISION AGE, 
November 27). Profits are, after all, 
not all so great, even though we can 
read in the last Show magazine Mr. 
Martin (Madison Avenue) Mayer's 
remarks: 

“There is something a little dis- 
ingenuous about the complaints of 
the rich and established networks 
that ABC-TV has “cheapened” tele- 
vision by competing against them 
with the only weapons available to 
the dispossessed. Yet it is also true 
that the older networks live with the 
remnants of the idealism that charac- 
terized the early days of broadcast- 
ing while ABC-TV—certainly from 
the time of its purchase by Para- 
mount Theatres in 1953—has been 
strictly a business enterprise.” 


Tv for Laymen 

John Barlow Martin, in the four- 
part Saturday Evening Post, did 
what must be saluted as a remark- 
able job of covering the many facets 
of the industry for the layman. 

Mr. Martin begins his series with 
Newton Minow’s recommended ap- 
proach to television criticism: he sits 
down before the set for a day and de- 
scribes the programs, interruptions 
and so forth. He then plunges into 
some of the facts of tv life—the 
number of sets in the land, the threat 
to newspaper and magazine adver- 
tising revenues. Mr. Martin’s facts 
are generally correct, though not 
always to the nearest dollar sign 
(for instance, in the second article 
of the series, he states, “To buy an 
hour’s evening time on CBS’s full 
line-up of stations costs $130,330”, 
whereas the actual cost is closer to 
$135,000). 

Beginning with the second article 
of the series, there is no doubt left 
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as to the real intention of the Post 
series, as Mr. Martin does a revivifi- 
cation of the quiz scandals, and then 
wades into the “faceless men” of 
CBS Television. They all seem to 
have rather tarnished haloes. Predict- 
ably, Mr. Martin then treats the 
reader to a reglorification of the 
Good Old Days of tv, when all those 
dramas and live programs were 
going unwatched by the magazine’s 
readers. 

The series in the Post holds the 
mirror of ridicule up to hurry-up 
Hollywood production methods of 
tv series and commercials that vio- 
late or skirt the NAB Code. Finally, 
Mr. Martin sums up for the reader 
the tenets of FCC Chairman New- 
ton Minow. 

After more than 10,000 words, 
Mr. Martin does some summing up 
of his own, which is perhaps sufh- 
cient comment on the article: 

“What can we conclude about 
television ? 

“Starting only fifteen years ago, 
television has had enormous effects 
on viewers’ thoughts and habits. It 
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has threatened radio, movies and 
some magazines with extinction. . . .” 

What conclude about 
magazines? TELEVISION AGE set 
forth a number of conclusions in a 
recent series (“Moment of Truth,” 
August 7 and 21) concerning the 
disastrous effects of the magazine 


can we 


circulation wars. 

Most of the articles mentioned in 
the present article have appeared 
since then. In the opinion of most 
television executives who were asked 
to comment on this new wave of 
magazine criticism of tv, it is neither 
spontaneous nor planned. Said one 
network official: “A few of the boys 
probably get together over lunch at 
the University Club and say, “Why 
do we give these tv guys publicity 
when they take umpteen million dol- 
lars out of our pockets. Let’s burn 
’em.” 

Significantly, most of the articles 
purport to be other than what they 
are. Thus, the Look magazine piece 
began as piece on tv news, because a 
glorification of Huntley-Brinkley, 
and ended up damning tv news as 
hopelessly throttled commercially. 

“If we'd known what it was going 
to be,” said another network spokes- 
man, “I doubt very much that we'd 
have been so cooperative.” 

In terms of this, some might argue 
that television should alert itself and 
bar the door to interviewers or free- 
lancers whose motives or past per- 
formance belies any intention of 
doing an honest article. 

This would be absurd. 

It is not becoming for tv, still in 
its teens, to take an aloof or hoary 
attitude toward criticism. The youth 
and fiber of the medium were dem- 
onstrated conclusively—and quite to 
the amazement of the magazine crit- 
ics—in the way tv answered back, 
with honesty and action, in the wake 
of the quiz scandals. 

Although television may not finally 
bury the mass magazine, as many 
predict in the cold war of cost per 
thousand, tv does seem to have the 
big magazine worried, at least. Much 
of the present criticism is owing to 
that worry on the part of the pub- 
lishers, and some is legitimate, if 
rather frantic, criticism. 





Ballantine (Continued from 47) 


saw a Sing Along special on Ford 
Star Time in May and recognized it 
as a natural for the Ballantine mes- 
sage. 

As a result, Ballantine picked up 
the $500,000 tab for eight shows on 
NBC-TV, which began last January, 
alternated on Friday nights with the 
Bell Telephone Hour. Ballantine was 
not planning at that point to con- 
tinue its tv commitment to the video 
song-fest. 

The audience response, however, 
called for second thoughts. 

According to NBC, more than 12,- 
000 unsolicited telegrams, letters and 
phone calls poured in after the first 
two shows. Martin Eagen, manager 
of sales promotion for Ballantine, 
reported much the same story for the 
brewery. 

On the basis of this response and 
the fact that Sing Along With Mitch 
was consistently hitting top spot ac- 
cording to Nielson and Arbitron, Bal- 
lantine renewed its commitment for a 
32-week run. 

That decision, made by its market- 
ing coordinating committee, headed 
by the president’s son, C. S. Baden- 
hausen, was both “risky and timely.” 

It was risky because NBC-TV asked 
that Ballantine, a regional brewer, 
underwrite the entire network series; 
it was timely because it allowed Bal- 
lantine to use the first Mitch Miller 
show on Sept. 28 as the kick-off date 
for a new advertising campaign. 
coming 
brewer 


In preparation for its 
campaign, the three-ring 
blanketed its market area (Maine to 
Florida and west to the Mississippi) 
with attention-getting posters, bill- 
boards, ads and displays announcing 
the return of the show on a weekly 
basis. 

Newspaper ad mats were sent to all 
Ballantine distributors for placement 
in local papers; post cards saying 
“Mitch is Back” were sent by dis- 
tributors to their accounts, clubs, 
fraternal organizations and social 
groups; billboard and subway poster 
space was leased and displays were 
placed at all points of sale. 

Spots featuring Mitch Miller and 
the “Sing Along Gang” singing the 
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3. “Remember the last ad you typed 
up? I tried covering all the points in 
that one, but our story’s too compli- 
cated to dramatize more than one point 
in an ad with real impact. 





a 

6. “SRDS, of course! The solution was 
right here all the time. SRDS is the 
one place we can put all the sales points 
in every ad. That’s where our adver- 
tisers go to compare all important 
points when they’re buying. Wouldn’t 
be surprised if our ‘hold back’ ads have 
made some of them grumpy! Jean—how 
about a good lunch—on me!” 


1. ‘‘Sorry, Jean, does it show that 


ae, 


much? Fact is I’m at my wits’ end with 
the campaign we designed to show the 
superiority of our medium. 





4. “What’s worrying me is that our 
prospects won’t remember the other 
points of our story from one ad to 
the next. And the ones they forget 
may be the very reasons they buy 
some other medium. How can I cover 
all the points at once?” 






2. “Sounds crazy but our problem is 


too much superiority — six sales points 
where we're clearly ahead. I run a dra- 
matic ad on each point each month. 
But any one of the other points may be 
the biggest one to some of our prospects 
at that time. 


WA 

5. “So that’s why you've been grumpy! 
And your memory is short, too, Mr. 
Archer. A week ago you asked me to 
check the sources of requests for in- 
formation. Quite a few people who said 
they wanted more information men- 
tioned our one-point-at-a-time ads in 
SRDS. They wanted more than we 
gave them...” 


7. With competent, strategically placed 


information in SRDS 


YOU ARE THERE 
selling by helping people buy. 
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Ballantine commercial were aired on 
sadio and tv and disc jockeys were 
asked to spotlight Sing Along albums 
in half-hour programs, adding the 
Ballantine jingle and show-promotion 
spot at various intervals. 

Ballantine encouraged supermarket 
buyers to buy Columbia records and 
the record firm designed special racks 
to hold Ballantine posters. 

Mitch Miller appeared at one of the 
Yankee baseball games that Ballan- 
tine sponsors on tv. Life-size posters 
of him were placed on train station 
platforms. 

“Everybody who could sell beer or 
records got material,” Mr. Eagen 
said. 


Three-Phase Drive 

That was Phase One, said Mr. 
Eagen—which established a positive 
relationship between Mitch Miller and 
Ballantine. 

Phase Two dealt with the immedi- 
ate pre-campaign period. Tavern 
owners were urged to plan parties on 
Sept. 28, keeping their tv sets tuned to 
NBC, and thousands of phone calls 
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were made reminding Ballantine cus- 
tomers, “Mitch is coming back.” 
One week before the premiere, Bal- 
lantine salesmen learned of a new 
campaign, The Golden Harvest, plan- 
ned to coincide with the first show. 
Now the show is on, and Phase 
Three —the promotion of Mitch 
Miller albums and Ballantine beer 


and ale—is underway. 


Split In Costs 

To help Ballantine meet the cost of 
the 32-week network show, the Esty 
company obtained four regional ad- 
vertisers who contribute on a 2-1-1 
East of 
the Mississippi, Ballantine is joined 
by Winston and Buick. West of the 
river it’s Falstaff beer (which does 
not distribute in Ballantine markets) 
and Colgate-Palmolive. 


ratio in their market areas. 


From a brewer’s point of view, the 
history of Ballantine is a success story 
of tradi- 
tional formulas and modern ideas. 


in itself —a combination 


Soon after Prohibition was re- 
pealed in December of 1933, two 
brothers, Carl and Otto Badenhausen, 
bought the Peter Ballantine brewery 
in Newark. 

Founded in 1840, the brewery had 
established a reputation for fine ale 
as well as beer. That tradition the 
Badenhausens decided to keep—with 


one innovation. 


An Instant Success 

The ale they brewed followed the 
old formula, but its flavor, zest and 
golden color matched the tastes of a 
new generation demanding a fresh, 
sparkling beverage in place of the dry 
brews. It was an instant success. 

This stress on the old, combined 
with a quality product, has pushed 
Ballantine to sixth place among na- 
tionally advertised brands, although 
Ballantine produces all its beer in its 
one Newark plant. The only beers 
ranking ahead of Ballantine are Bud- 
weiser, Schlitz, Carling, Pabst( which 
also makes Blatz) and Falstaff—and 
three of these are national manufac- 
turers with plants across the country. 

Ballantine’s 40-acre plant in New- 
ark is the largest single-plant brewery 
operation in thé United States, with 
annual sales running to more than 





Frank C. Beazley Jr. was appointed 
general sales manager of WCAU-TV 
Philadelphia. He was previously ac- 
count executive for CBS Television 
Stations National Sales in New York. 





41% million barrels per year. At that, 
one executive estimates, it’s running 
at only 80 per cent of capacity. 

But selling beer is not strictly a 
matter of production. It takes effec- 
tive nation-wide promotion and dis- 
tribution. To this end Ballantine em- 
barked on a $10-million expansion 
program last year. 

To be completed in 1962, the pro- 
gram will provide Ballantine with an 
enlarged, ultra-modern packaging 
center immediately adjacent to a new 
warehousing, loading and shipping 
terminal. 

Backing sales of its products, Bal- 
lantine relies heavily on television 
and the efforts of its own distributors 
and retailers to keep the three-ring 
symbol of “Purity, Body, Flavor” be- 
fore the public eye. 

Besides Along, Ballantine 
sponsors regional telecasts of the New 
York Yankees, the Giants football 
team, the Philadelphia Phillies, base- 
ball and Eagles football teams, plus 


Sing 


numerous semi-pro games. 

Ballantine also relies on spot tv to 
convey its “Bring Along the Ballan- 
tine’ message, but has reduced spot 
investments since taking on the net- 
work show. In the first two quar- 
ters of 1961, for instance, it was not 
listed among the top 100 spot users 
listed by TvB. In the third quarter it 
ranked in 89th place with an expen- 
diture of $298,800. Last year Ballan- 
tine was 96th in a field of 100 top 
spot tv users with a yearly total of 
$1,350,480. 

















CBS Donation 


The Columbia Broadcasting 
System, Inc., has added wcBH- 
TV Boston to the list of educa- 
tional stations to which it has 
given financial and promotional 
support. 

Recently, CBS gave WGBH-TV 
$35,000 in equipment to help 
replace $1.5 million in equip- 
ment and facilities lost in a fire 
last month. 

Last year, CBS donated $75,- 
000 in equipment to KETC St. 
Louis, Mo. Five years before it 
helped set up WTTW, an educa- 
tional station in Chicago, and 
has promoted the new station 
through its owned and operated 
outlet there, WBBM-TV, ever 
since. 

The gift to WGBH-TV included 
three TK-30 cameras, a micro- 
phone boom, 30 assorted instru- 
ments and a sync-generator tim- 
ing device. All will be installed 
in WGBH-TV’s mobile van. 

Commenting on it, Ralph Lo- 
well, president of the WGBH-TV 
Educational Foundation said: 

“The timely gift of television 
cameras and associated equip- 
ment made by CBS to weBH-TVv 
provides us with gear we badly 
need to carry on in this emer- 
gency period.” 

Since the fire, the station has 
been meeting its local commit- 
ments and those of the National 
Educational Television Network 
through other local stations and 
the Catholic Television Center. 

“(This) essential television 
equipment assures our con- 
tinued operation until such time 
as new studios and equipment 
can be underwritten and ac- 
quired,” Mr. Lowell said. 

The CBS gift package was the 
result of a letter from John F. 
White, president of the Na- 
tional Educational Television 
Network, to Dr, Frank Stanton, 
president of CBS, calling atten- 
tion to WGBH-Tv’s plight. Other 
gifts from the community total 


more than $250,000. 











Spot Growth (Continued from 48) 


lesser degree, TvB reports. Last year 
they amounted to $25,573,000 for a 
percentage of 20.5. This year they 
amounted to $28,219,000 for a per- 
centage of 22.1—a 1.6-per-cent rise. 
By contrast, the use of spot tv dur- 
ing the day and during prime time 
hours was down. Daytime spot fell 
from 27.7 per cent of expenditures 
in 1960 to 23 per cent in 1961. Prime 
time spot fell from 33.8 per cent to 
33.1 per cent. . 
Reflecting the drop in percentage 
points, daytime spot totals fell from 
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$34,689,000 in 1960 to $29,354,000 
in the third quarter of 1961. But the 
decline in prime time spot is hardly 
reflected in a drop in totals from $42,- 
288,000 in 1960 to $42,281,000 in 
1961—in which a $7,000 reduction 
accounts for a net drop of seven 
points. A true seven per cent drop 
would be $8,932. The differential may 
be explained by the fact that TvB was 
using reports from 332 stations in its 
1960 report and reports from 442 in 
its 1961 analysis. 

Announcements continue to take a 
lion’s share of the tv spot dollar in 
the third quarter—73.6 per cent in 


INTEGRITY 
QUALITY 


The 
CREATIVE 





Television Station 
In This Important 
ALBANY - SCHENECTADY - 


TROY MARKET 


the Great Northeast 











e413 ALBANY, N_Y. 


WILLIAM A. RIPLE, General Manager 


December 11, 1961, Television Age 83 





1960 and 74 per cent in 1961. ID’s 
and programs remained virtually the 
same, 11.3 per cent and 15.1 per cent 
in 1960 and 11 per cent and 15 per 
cent in the 1961 period respectively. 
As before, in terms of dollars, an- 
nouncements far outranked the other 
two. In terms of quarterly net in- 
creases from one year to the next, 
announcements accounted for $2,368,- 
000 of the $2,632,000 increase in the 


total monies spent on tv spot. 


A further examination of spot tv 
expenditures by various firms shows 
that 37 of the top 100 advertisers in- 
creased the use of spot tv consider- 


ably in the third quarter of 1961. 


Three advertisers, Bristol Myers, 
Coca-Cola and William Wrigley Co., 
were above the $2 million mark. 
Bristol-Myers spent $2,450,000 in 
1961, up $840,000 over 1960; Coca- 
Cola spent $2,127,900, $1,136,200 
more than the year before; and Wil- 
liam Wrigley spent $2,821,000, up 
$623,400 over 1960. 

Nine other companies were beyond 
the $1l-million mark. They are Al- 
berto Culver ($1,722,500), Anheuser 


Busch ($1,232,800), Carter ($1,169,- 
800), General Mills ($1,598,200), 
Philip Morris ($1,419,500), Pharma- 
craft ($1,024,300), Schlitz ($1,070,- 
000), Standard Brands ($1,230,100) 
and Welch Grape Juice ($1,063,800) . 


Of these, Carter registered the most 
dramatic: increase—$735,500. In the 
third quarter of last year it invested 
$434,500 in spot. This year it spent 
almost three times as much—$1,169,- 
800. 

Those firms whose spot tv budgets 
were under $1 million also showed 
dramatic gains. Sinclair, for instance, 
advanced from $10,000 in the third 
quarter of 1960 to $296,300 in the 
same period of 1961. Lehn & Fink 
jumped from $91,200 to $543,500 
and John Morrell advanced from 
$1,800 to $524,900. 

In its latest report, TvB lists five 
new companies among the top 100 
advertisers. They are Climalene Co. 
(333,100), Cott Beverage Corp. 
($326,100), Lucky Lager Brewing 
Co. ($271,800), Star-Kist Foods, Inc. 
($515,100) and Stroh Brewery Co. 
($295,500) . 
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Top 100 (Continued from page 48) 
60. Atlantic Refining 


RS Ae. haba ce 469,100 
61. F. & M. Schaefer 

Brewing Co. ... 456,000 
62. American Oil Co. 453,800 
63. Piel Bros. . < 441,200 
64. Sterling Drug, Inc. 430,500 
65. Hunt Foods & 

Industries, Inc. 429,200 
66. Great Atlantic & 

Pacific Tea Co... 398,900 
GL.ee. Ge. 25... 391,600 
68. Chrysler Corp. .... 389,200 
69. Sun Oil Co........ 386,200 
70. Ex-Lax, Inc. ...... 383,600 
71. Greyhound Corp. .. 374,400 
72. Helene Curtis 

Industries, Inc. . . 372,100 
73. Campbell Soup Co. 371,100 
74. E. & J. Gallo 

rere 369,900 
75. Scott Paper Co. 361,800 
76. Andrew Jergens Co. 353,800 
77. Liggett & Myers 

Tobacco Co. .... 352,100 
78. Safeway Stores, Inc. 348,500 
79. Climalene Company 333,100 
80. Jackson Brewing Co. 329,400 
81. M. K. Goetz Brewing 

Mh 745 vba esa 328,400 
82. Cott Beverage Corp./ 

Bottlers 326,100 
83. Vic Tanny Co. 323,400 
84. Warner-Lambert 

Pharma. Co., Inc. 315,600 


85. Sunkist Growers, 
eh ee 311,000 
86. St. Regis Paper Co. 


308,600 

87. Louis Marx & Co., 

Re ecg Cees. cin 308,100 
88. American Bakeries 

Company . 301,200 
89. P. Ballantine & 

Sons 298,800 
90. Sinclair Refining Co. 296,300 
91. Stroh Brewing Co.. . 295,500 
92. B.C. Remedy Co... . 287,700 
93. Armstrong Rubber 287,300 
94. Kroger Co. ...... 284,000 
95. Jack La Lanne Co. 282,800 
96. National Biscuit Co. 278,500 
97. Oscar Mayer & Co. 273,000 
98. Lucky Lager 

Brewing Co. 271,800 
99. Purex Corp., Ltd... 268,800 
100. Swift & Co. 264,700 




















1 in the picture 
00 
Richard Lockman, senior vice president, general manager and a director of Mogul 
00 Williams & Saylor, Inc., New York, will resign the agency at the end of the year to join 
wes Helena Rubinstein, Inc., as director of advertising. In this post he will supervise all 
bo Helena Rubinstein’s advertising activities, currently backed by a $5-million budget with 
00 plans for expansion. Mr. Lockman has been account supervisor on Revlon for the past 
six-and-a-half years. Prior to joining Mogul Williams & Saylor, he was vice president 
oe in charge of advertising, marketing and sales promotion of Bourjois, Inc., and, before 
that, advertising manager of the Mennen Co. For the past three-and-a-half years he has 
pe been account supervisor on the Esquire Shoe Polishes division of Revlon, as well as on its 
Ms cosmetic products. 
00 
100 Dr. Jaye S. Niefeld has been appointed to the position of vice president in 
00 charge of marketing at John W. Shaw Advertising, Inc., Chicago, it was announced 
by John W. Shaw, president of the agency. Previously, Dr. Niefeld was vice president 
00 in charge of marketing at Clinton E. Frank, Inc., and has also held a similar post at 
00 Keyes, Madden & Jones where he was director of advertising and research. Prior to this, 
he was director of advertising research for McCann-Erickson in New York. He received 
100 his B.A. in economics at the University of Minnesota, his B.S. in international commerce 
at Georgetown University and his Ph.D. in social psychology at the University of Vienna. 
300 Dr. Niefeld’s position is a newly created one at the agency. 
00 
00 Mort Heineman has been appointed vice president in charge of creative services 
00 for North Advertising, Inc., New York. He will also serve on the agency’s plans board 
00 in both New York and Chicago. Mr. Heineman was formerly senior vice president of 
Kastor Hilton Chesley Clifford & Atherton. Previously he served as president of two 
100 New York advertising agencies: Heineman, Kleinfeld, Shaw & Joseph, Inc., and Frank- 
lin Bruck Advertising Corp. At North he will direct creative activities for clients such 
00 as Lanvin and Daroff’s Botany 500 men’s wear. Mr. Heineman has been in advertising 
for 36 years, with the exception of four years spent with the Office of War Information 
" and with Army Psychological Warfare in the Middle East during World War II. Mr. 
on Heineman, his wife and four children live in Purchase, N. Y. 
) 
00 John E. Chapin has been elected a vice president of Batten, Barton, Durstine & Os- 
500 born, it has been announced by Charles H. Brower, president. Mr. Chapin, who is an 
account supervisor in the agency’s Detroit office, came to BBDO in 1960 from Grant 
100 Advertising, where he was vice president and manager of the Detroit office. Previously he 
has been a vice president with Clark & Bobertz Advertising, Detroit, and a partner in 
200 Holden Chapin, Larue in the same city. At BBDO, Mr. Chapin is group head for the 
Autolite and Pepsi-Cola Bottling Co. of Detroit accounts. He is a graduate of Wayne 
300 State University and a veteran of the air force. He lives in Detroit with his wife and 
200 two children. 
300 
700 James C. Cowhey has been named to direct the new business activities of the D’Arcy 
300 Advertising Co. in St. Louis. The appointment was announced by the agency’s president, 
000 Harry W. Chesley Jr. A vice president in D’Arcy’s Cleveland office since June 1960, Mr. 
800 Cowhey began his advertising career in the agency’s outdoor department in St. Louis in 
500 1938, later becoming assistant manager of that department. He next served as a research 
000 assistant and account executive and in 1956 was named manager of the Detroit office. 
When that branch of the agency closed in 1958, he left to become advertising and sales 
800 promotion director of the Chrysler and Imperial divisions of the Chrysler Corp. in De- 
300 troit. He returned to D’Arcy last year. As head of the newly established department, Mr. 
700 Cowhey will utilize the skills of employees in all departments of the agency. 
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UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 


WPBN-TV 


Traverse City 


WTOM-TV 


Chebeygen 
One Rate Card 
Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P, 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. 8B. 
M-F, Noon-6 PM) 

4900 MORE Hemes Reached Than Sta. 8. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. B. 
(Sat. 6 PM-Mid.) 

#900 MORE Homes Reached Than Sta. 8. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 
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re General Monoger 


national re 


Venart, Rintoul 


presentatives 


& Meconnell 








Network Representative Elisabeth Beckjordea 
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Hoot mon! Is Newton Minow re- 
ceiving Owl-ola from Chicago, his 
hometown and the nerve center for 
SBI the new Playboy publication? 

At presstime, we learned that the 
FCC chairman has been gifted with 
a “Special SBJ Owl Award for es- 
tablishing himself as the conscience 
of television.” 

Frightfully curious, we thumbed 
the issue of SB/ announcing the 
award and found the aforementioned 
“Owl” is described as “a bird of 
prey ...a hybrid (part Bubo vir- 
ginianus with a smattering of Tyto 
alba pratincola) with a fondness for 
screechings and hoots . . .” 

Now, is that any kind of gift to 
give to the FCC chairman, or for an 
FCC chairman to accept? 

Press deadlines unfortunately do 
not allow us to tag this with our 
usual wit. Therefore, we hereby create 
“Hoot °*n Holler” 
(symbolized by a free copy of the 


our own award 
current issue of SB/) to be presented, 
anonymously if desired, for the best 
two rhyming lines submitted by our 
readers to the following couplet: 
“To 
with give 


Newton Minow we here- 

This golden owl commemora- 

Se 
a * a 

Overheard the morning after it 
was announced that New York's 
Metropolitan Museum of Art had 
purchased a single Rembrandt for 
the record price of $2.3 million: 
“Man, did they get rooked! For $6 


million, we got 30 pictures—includ- 





ing a couple with Marilyn Monroe.” 
* * * 

Whenever things in television be- 
gin looking grey, one intrepid ex- 
ecutive turns to the tv-angled stories 
of the press wire services—knowing 
he can always find a chuckle some- 
where in them. AP, he reported as an 
example, recently carried an item 
about a hospital in Scotland that cut 
visiting hours in half because pa- 
tients complained that too many visi- 
tors interfered -with their watching 
a favorite program. Emergency Ward 


10, a serial about hospitals, naturally, 
was the top-rated show. 
* * ~*~ 
And, the same fellow reported that 
he read with interest a UPI story 
about an “Old Con” who wrote in 
the Ohio Penitentiary News that tv 
should stop glamorizing criminals, 
and should portray them as the poor 
slobs they really are. The startler 
came, however, when he noticed the 
above 


Real 


headline one 
the story: 


‘Fruits’ of Crime. 
* * * 


newspaper ran 


Tv Show 


Urge 


What would a gossip column about 
media people sound like? We got to 
wondering the othe: day, and came 
up with this: 

Timebuyer On The Town 

Larry Lichtenstein of GD&M was 
seen lunching at Cherio’s. He ordered 
veal scallopini. . . . Three timebuyers 
who have been sharing an apartment 
uptown have split. The inside rea- 
son: two of them got married. .. . 
A media director from a Philadelphia 
agency has made the observation that 
he likes to “visit New York, but I 
wouldn’t want to live there.” 

Emmet Weaver just returned from 
Miami Beach. (Emmet has nothing 
to do with media, but when your 
mother-in-law asks 
the 
gonna do?) .. 


you to put a 
what re 


. Al Paul Lefton was 


name in column, you 
seen munching on veal scallopini at 
Four Seasons with Doyle Dane Bern- 
bach. Merger in the making? : 
The entire buying staff at BBDO, it’s 
understood, is upset about the “over- 
that 
suddenly staried appearing on the 
. . Pete Riskind 


and Maxine Henderson have worked 


ly powdered” sugar donuts 


Schrafft’s wagons. . 


out a unique joint-huying arrange- 
ment at Y&L. He buys her veal scal- 
lopini lunches and she buys his 
breakfasts. . . . Bill Harbuckle, just 
back from a market tour of Union, 
N. J., says the girls are so thin they 
sometimes slip through sidewalk grat- 
ings. . . . What’s this we hear about 
Shell Oil Co. putting all of its budget 
in newspapers? Something to watch. 








KSTP Radio 
KSTP-TV 
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THE BUSY RED PHONE AT TTC! 


All TTC stations base their operations on deep, penetra- 


ting news coverage . . . especially on the local level. Now 
54 men and women in the 7 TTC newsrooms are united 
into a team by this new TTC red-phone hookup. With 
stations on each coast and in Mid-America, TTC news- 
rooms will get first hand reports -- first -- from any area. 
@ The point of all this is not just to trumpet about what 


TRANSCONTIN 


SYMBOL OF SERVICE 





big operators we are in news. The point is that a large 
part of the selling force of TTC stations is generated b 
this news policy. ..and we can prove it. @ TTC stationg 
will continue to concentrate on substance in programs 
ming, because we believe real substance is the onl 
quality that will continue to support broadcast sales long 
after the fads have faded out. 


ENT TELEVISION CORP. e 380 MADISON AVE., N.Y. 


WROC-FM, WROC-TV, Rochester, N. Y. * KERO-TV, Bakersfield, Calif. 

WGR-FM, WGR-AM, WGR-TV, Buffalo, N. 

KFMB-TV, San Diego, Calif. » WNEP-TV, Scranton—Wilkes-Barre, Penn. 
WDAF-TV, WDAF-AM, Kansas City, Mo. 
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The Original Station Representati 
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